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Rough Proofs|CALL KENTUCKY ~~“ | Western Railroads 


An editorial in ADVERTISING AGE 
credited a quotation to Shakespeare 
instead of Pope, and only one reader 
caught the error. It’s hard to tell 
from this which one they’ve quit 
reading—Shakespeare or the editor. 


, FF 9? 


Believe it or not, but a certain 
big city newspaper writer continues 
to use “suspicion” as a verb. Well, 
you can’t expect the proof-readers to 
do all the work. 
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Fully appreciating the undeveloped 
rhyming possibilities of Americanese, 
a Chicago sloganeer has created this 
remarkable phrase for a small-loan 
account: “Borrow from Tower.” 
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Alka-Seltzer, according to ADVER- 
TISING AGrE’s trade survey, led the 
field in drug sales gains in 1934. But 
this didn’t keep the competition from 
having a headache. 
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Walter Winchell refers with scorn 
to the “brazen advertising of bras- 
sieres.” If Walter finds it necessary 
to disapprove, it must be pretty bad. 


. 9 F 


Objecting to the reduced wheat 
products contents of recommended 
Department of Agriculture diets, 
American millers have gone on the 
war-path. They can’t understand 
why their products should be made 
scarcer in a program for the more 
abundant life. 
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The most active division of the ad- 
vertising sandwich union is the This- 
Place-Is- Unfair-to-Organized - Labor 
branch. 
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Many a man who formerly con- 
gratulated himself on having only 
financial trouble and woman trouble 
now wakes up to find that he is also 
enjoying laber trouble. 
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“Where thou goest I will go,” Nao- 
mi’s Ruth intoned last Sunday for 
Montgomery Ward. Now if the 1935 
version had been presented, she 
might have said, ‘Count me in, maw; 
I’m sticking around, see?” 


7" 9 F 


Germany has refused the air to 
Tadio advertisers, suggesting that 
they confine their efforts to newspa- 
pers and magazines. The publication 
boys are beginning to believe there 
may be something in this Nazi idea 
after all. 

vveey 


“The advertising man with nerve,” 
says K. Collins, “has practically no 
competition today.” 

Might be a good spot for a revival 
of Nervine. 
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Curity hemless diapers are meet- 
ing with great success, following a 
consumers’ survey which showed 
that the babies were very much dis- 
satisfied with the old product. 
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Ballyhoo, has brought out a number 
which is intended to burlesque bur- 
lesque. Another case of gilding the 
lily? 
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Burlesque may likewise attempt 
the impossible by trying to burlesque 
Ballyhoo. 

Copy Cus. 


WINNERS 1934 
TRADE SUCCESS 


Study Shows Jobbers’ Favor- 
ites Among New Items 


New York, March 28.—Kentucky 
Winners cigarettes led the field to 
the judges’ stand in the race for new- 
product supremacy, open to mer- 
chandise distributed through whole- 
salers, which is one of the features 
of the jobber survey just completed 
by Ross Federal Research Corpora- 
tion for ADVERTISING AGE. 

The winner was placed on the mar- 
ket early in July by Penn Tobacco 
Company, Wilkes-Barre, Pa., with 
Ruthrauff & Ryan, Inc., New York, 
directing advertising. 

With this exception, the survey 
failed to reveal any spectacular new- 
product successes, although it ap- 
pears that a few new products got 
away to a good start in 1934. Of in- 
terest in this connection is the in- 
formation indicating the success 
some manufacturers of established 
products met with in widening dis- 
tribution the past year. 

As an example, there is the fact 
that Alka-Seltzer, which headed the 
list of established products making 
the greatest gain in sales during 
1934, published in the March 23 issue 
of ADVERTISING AGE, was also voted 
first place by drug jobbers who re- 
plied to the query, “What product 
added to your line in 1934 showed 
the greatest sales increase?” 


Few Give Answers 


The difficulty faced by the jobbers 
in answering this question is illus- 
trated by the fact that only 56 of 
the 246 jobbers interviewed felt able 
to do so. Six markets, New York, 
Chicago, San Francisco, St. Louis, 
Minneapolis and Atlanta, are repre- 
sented in the report, which covers 
the fields of food, tobacco, drugs, 
paint and varnish, electric equip- 
ment, and plumbing and building 
supplies. 

On other subjects, particularly fac- 
tors considered when taking on new 
products, the jobbers were more vol- 
uble. They were most responsive to 
questions on the general subject of 
manufacturers’ merchandising poli- 
cies, the replies indicating that 
wholesalers may be weighing manu- 
facturers’ cooperation more closely 
than ever preparatory to matching 
manufacturers’ selling efforts with 
their own. 

Only seven of the 44 food whole- 
salers interviewed would attempt to 
state what product added to their 
line during 1934 showed the greatest 
sales increase. No product received 
more than one nomination, the seven 
products being Maxwell House coffee, 
Del Monte pineapple juice, Florida 
Gold Brand pineapple, Booth’s .can- 
ned mackerel, Woodbury soap, Roth 
Mineral broth and Peak coffee. 

The largest percentage of replies 
to this question was made by tobac- 
co jobbers, 18 of 39 of them being 
ready with the answer. Kentucky 
Winners received six votes and the 
only other product to get more than 
one was Marvel cigarettes, with two 
votes. 

As in the other five classifications, 
nearly all products mentioned by the 
tobacco jobbers were established 
prior to January, 1934. The thor- 

(Continued on Page 28, Col. 2) 


A WORD 
ABOUT RICE KRISPIES 
from W. K. KELLOGG 
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premium nee The Redhogg (Compacy sino 


mek tw bedy cmctioery i Cheam ima of getting 
childree (0 (ake culfimemt mith It wae 
thought thet s diftereat type of cereal — 


wheat every year. 
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‘Thi was true. Today, peaple of all ages 


Newspaper copy currently appear- 
ing in a number of cities in which 
a message from W. K. Kellogg, 
head of the Kellogg Company, is 


featured. 


STANDARD OIL 
RETELLS “LIVE 
POWER” STORY 


1,650 Newspapers to Carry 
Dramatic Copy 


Chicago, March 29.—Timing in- 
troduction of its 1935 interpretations 
of “Live Power” to the arrival of 
spring in various parts of its terri- 
tory as predicted by studies of gov- 
ernment weather maps for 56 years 
back, Standard Oil Company of In- 
diana is launching its 1935 adver- 
tising campaign in metropolitan 
newspapers throughout the southern 
belt of its marketing area on April 
9, two days later in smaller dailies, 
and the week of April 15 in week- 
lies. The debut of the 1935 “Live 
Power” theme in the central area’s 
metropolitan dailies will be April 
16, and in the northern districts two 
weeks later. 


(Continued on Page 27, Col. 1) 


Join Hands for Big 


Summer Sales Drive 


$450,000 to Be Spent in Two Months in 
Appeal for Passenger Traffic 


Chicago, March 28.—Featuring air 
conditioned equipment, an asset 
which can not be boasted by any 
competing transportation agency, the 
first important cooperative advertis- 
ing campaign in the history of Amer- 
ican railroads will be launched April 
1. About $450,000 will be spent 
within two months. While newspa- 
pers will be the primary medium, 
four national weekly magazines and 
spot radio will be called into play. 

Western railroads sponsoring the 
campaign have entrusted its execu- 
tion to Reincke-Ellis-Younggreen & 
Finn, Chicago agency which was se- 
lected from a field of 50. 

Selection of the agency was made 
by the Executive Advertising Com- 
mittee of the Western Railroads, 
comprised of H. G. Taylor, chairman 
of the Western Association of Rail- 
way Executives; H. W. Siddall, 
chairman of the Transcontinental 
Passenger Association, and E. H. 
McReynolds, assistant to the presi- 
dent of the Missouri Pacific Lines. 


50 Agencies Compete 


About 50 agencies were invited to 
make written presentations, to be 
confined to a statement of the basic 
problem and its solution. Though the 
invitation specifically excluded copy 
and layout, several of the responding 
agencies were reported to have pre- 
sented campaigns complete to these 
details, and such agencies were ruled 
not. to have complied with the re- 
quirements of the committee. About 
ten agencies showed a grasp of the 
situation which in the opinion of the 
committee justified verbal elabora- 
tion of their written plans. Accord- 
ingly, these agencies, with another 
eight or ten which it was felt should 
be accorded consideration, were asked 
to send representatives to Chicago 
last Thursday and Friday. 

Each agency man was allowed one 
hour in which to make his verbal 
presentation, and two days were de- 
voted to hearing all of the evidence. 


Last Minute News Flashes 


Circus Star to Feature Crackels Campaign 
Chicago, March 29.—Clyde Beatty, lion tamer, will be featured by 
Quaker Oats in a new Crackels campaign to utilize pages and half pages 


in the comic sections of 40 newspapers. 


gifts free,” is the slogan. 


“Get Clyde Beatty’s swell circus 


With rising meat prices creating a new opportunity for substitutes, 
Quaker Oats has appointed Fletcher & Ellis to place a campaign for 


Quaker Oats Milk Macaroni. 
Crackels campaign. 


The 


same agency is in charge of the 


Holland Furnace to Blackett-Sample-Hummert 


Holland, Mich., March 29.—Holland Furnace Company has placed its 
account with Blackett-Sample-Hummert, Inc., Chicago agency, effective 
immediately. A new campaign, which will probably utilize newspapers, 
radio and magazines, will be launched about the middle of April. 


Brown & Williamson to Broadcast Derby 
Louisville, Ky., March 29.—The Brown & Williamson Tobacco Corpo- 
ration, maker of Kool, Raleigh and Wings cigarettes, among other prod- 
ucts, has secured exclusive rights to the broadcast of the 1935 Kentucky 
Derby over a nation-wide CBS hook-up, Matt J. Winn, executive director 


of Churchill Downs, has announced. 


The broadcast of America’s most famous racing classic has never 


hitherto been sponsored. 


The successful agency was repre- 
sented by Joseph H. Finn, Al L. Sal- 
isbury and Charles C. Younggreen. 
Messrs. Finn and Younggreen will be 
the account executives. 

Air conditioning, which received 
its first real railroad test in 1934, 
proved the greatest “selling gadget” 
ever devised by the carriers, it is 
said. Executives of railroads, thrilled 
by the spectacular public response to 
air conditioning, are now planning 
entire trains embodying this lure, in- 
stead of confining it to lounge and 
dining cars, as heretofore. 


Will Use All Papers 


Other alleged points of superiority 
to be stressed will be improved 
equipment, making faster schedules 
possible; dependability, as evidenced 
by day-in and day-out arrival in 
time; safety, as proved by the rail- 
roads’ record in recent years. 

Every newspaper in every city of 
20,000 and over in the West and Mid- 
dle West will be used in the cam- 
paign. Every daily in the same city 
will be accorded the same treatment 
as to lineage, though there will be 
variations in the amount of space 
used in cities of different sizes. The 
campaign will break April 15 and 
run to about June 15. 

The 250 Western newspapers will 
be supplemented by 30 large Eastern 
dailies, which will be given the duty 
of stimulating travel from the East 
into the hinterland. 

Because of the time element, 
monthly magazines were excluded 
from consideration. June and July 
issues of Collier’s, The Literary Di- 
gest, Saturday Evening Post and 
Time will be used. 

In addition, 75 radio stations will 
carry spot announcéments. These 
messages will ask listeners to write 
their friends in the East, urging 
them to visit the West and Middle 
West during the summer, availing 
themselves of the modern facilities 
of railroads for the jaunt. 

Special attention will be paid to 
merchandising the campaign, a large 
number of meetings of railroad em- 
ployes being scheduled to polish up 
this phase of the work. 


Passenger Traffic Down 


The strategy of the campaign is 
indicated by the recent history of the 
railroads. Passenger traffic reached 
its peak in 1920 and since then has 
steadily slid down hill, with the pos- 
sible exception of 1934, when the 
slump was retarded by air condi- 
tioned trains. It is said that about 
70 per cent of the passenger traffic 
carried in 1920 has since been lost. 


Directory of Features 
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ADVERTISING AGE 


March 30, 1935 ~ 


Four-fifths of the decline has been in 
the short-haul field, consisting of 
journeys of 200 miles or less. 

It is this tendency which the roads 
are anxious to arrest, by proving to 
travelers that railroads are efficient 
and comfortable for short trips as 
well as for long. While engaged in 
this effort, sight will not be lost of 
transcontinental travelers, whose 
patronage is still highly valued. 

Western railroads, which are 
financing the new campaign, are said 
to be in a strategic position to do so 
effectively. They have pioneered in 
many directions, notably reduction of 
rates. They charge about two cents 
a mile, as compared with 3.6 cents 
in the East. Furthermore, the Pull- 
man surcharge, which still holds 
forth in the East, has been abolished 
in the West. 


Appoints Hazard 


Melrose’s Ltd., Edinburgh, repre- 
sented in the United States by The 
Renken & Yates Smith Corporation, 
New York, has appointed Hazard Ad- 
vertising Corporation, New York, as 
its advertising agency. 


Hughes With Agency 

Thomas S. Hughes, formerly as- 
sistant business manager of Mida’s 
Criterion, has joined Hommann, 
Tarcher & Sheldon, New York, as 
account executive. 


Names of Movie Stars 
to Appear on Hosiery 


More than 40 motion picture stars 
have contracted with Famous Fash- 
ions Hosiery, distributed exclusively 
by Hess-Taylor-Kreiss, Inc., New 
York, for the right to use their 
names on silk hosiery. 

This is one of the largest con- 
tracts made with a group of Holly- 
wood stars, according to the dis- 
tributors. The contract calls for the 
privilege of using the names of the 
stars directly on the hose, an ar- 
rangement reported to be unique. 
The keynote of the merchandising 
plan will be “The personal stockings 
of the stars.” 

Under the contract, the merchan- 
dise will not require tie ups with 
motion picture publicity. Among the 
stars whose names will be used are 
Joan Bennett, Gloria Stuart, Loretta 
Young, and Sally Bilers. 


Dentists Awarded 
Temporary Injunction 

Judge Wilson Warlick, of Bun- 
combe County superior court, North 
Carolina, has granted a temporary 
injunction to three dentists, restrain- 
ing the state board of dental exam- 
iners from enforcing the new law 
which forbids dental advertising in 
newspapers or other mediums. 

An effort will be made by the 
group to have the law declared un- 
constitutional, since violation of the 
law automatically deprives a dentist 
of his license to practice. 


FLORISTS’ COPY 
BRINGS MERCURY 
BACK 10 LIFE 


Difficult Photographic Job 
Encountered 


(Picture on Page 31) 


Detroit, Mich., March 28.—How 
painstaking search was made for a 
model with the physique of a Roman 
god, in order to bring to life the 
famed “Winged Mercury” emblem of 
the Florists Telegraph Delivery As- 
sociation, has been disclosed by 
Brooke, Smith & French, Inc., in 
charge of F. T. D. A. advertising. 

The photograph of the living Mer- 
cury made its first public appearance 
as illustration for the association’s 
advertisement in Time for April 1. 
Copy, written in Time style, gives 
Mercury’s own slant on his new job 
as message-bearer for chubby Cupid 
as compared to his ancient employ- 
ment as go-between of Jupiter. 

To present the association’s em- 
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lowa— Now there’s the land of opportunity ... 


. . . for advertisers. Plenty of buying power. And more than quarter 


million 


Des Moines Register and Tribune circulation gives advertisers 40% coverage of all 
lowa families. (At the lowest milline rate in lowa.) 


blem in a new and striking manner, 
as part of the 1935 advertising cam- 
paign for the flower service, the ad- 
vertising agency conceived the idea 
of bringing the fabled messenger of 
the gods to earth again. But, it was 
argued, who could fit the part? 

The business of finding and posing 
this living Mercury was no easy 
task, according to Charles W. Brooke, 
of the agency, and much credit is 
due, he said, to the Detroit studios 
of Underwood & Underwood for their 
ingenuity in executing the order. 

The first requirement was a model 
with superb physique. Underwood & 
Underwood interviewed more than a 
dozen applicants, and finally David 
Rogers of Detroit, movie actor, swim- 
ming champion, hunter and explorer 
in Arctic regions, was found to em- 
body all the required specifications. 

Mercury’s uniform offered the sec- 
ond problem, and while this consists 
merely of a flying drapery, winged 
helmet and sandals, and caduceus 
(the magic staff that Mercury car- 
ries) all the costumers in Detroit 
were unable to produce anything that 
looked authentic. 


Quite a Job 


Nothing daunted, the Underwood 
& Underwood staff, after much re- 
search in the Detroit public library 
and art institute, copied and pro- 
duced the accoutrements so neces- 
sary for an accurate reproduction of 
Winged Mercury, as seen on the win- 
dows of all F. T. D. A. member flor- 
ists. 

The helmet was made of metal. The 
wings for helmet and ankles, and the 
staff were carved from wood. Sandals 
were copied from authentic pictures 
of the Roman era at the time Mer- 
cury did yeoman service for Jupiter. 

Then began the job of making up 
the model for the role. To bring out 
the necessary highlights, his entire 
body was thoroughly polished with 
an ointment containing coloring. The 
tedious and tortuous job of striking 
and maintaining the posture of the 
dashing, fleet-footed, distance-cover- 
ing messenger was next undertaken. 

It was necessary for the model to 
get a tenacious toe-hold on just a 
few inches of terra firma, bend for- 
ward, extend his leg to give the ap- 
pearance of covering a lot of dis- 
tance and then to hold this pose for 
minutes at a time. It took three 
hours from the time the make-up was 
applied until a satisfactory shot was 
made. 

The unusual photograph will be dis- 
played in the flower shops of the as- 
sociation’s 7,000 member florists 
throughout the world. It will also 
be shown in F. T. D. A. booths at 
flower shows. 


Names Fauster as 


Media Manager 

Carl U. Fauster has been appointed 
manager of the media department of 
the United States Advertising Cor- 


‘|poration, Toledo, O. For five years 


he has been identified with the ad- 
vertising department of the Owens- 
Illinois Glass Company, Toledo, one 
of the agency’s clients. 

Harold V. Barrett, for several 
years on the agency’s staff, has been 


*|made assistant space buyer. 


Joins A. N. A. 


Seagram Distillers Corporation, 
New York, has been elected to mem- 
bership in the Association of Na- 
tional Advertisers, with David M. 
Davies representing the company in 
the association. 


Select Bostick 
Ben S. Bostick, former financial 
writer for the Sun and other New 
York newspapers, has joined Roberts 


,| Everett Associates, New York. 


No Immediate 
Action Seen 
On Food Bill 


Washington, D. C., March 27.—Con- 
siderable encouragement was. ex- 
pressed by close friends and support- 
ers of Senator Copeland’s bill with 
the announcement from the White j 
House that pure food and drug legis- 
lation was on the “must” list of the 
administration. ) 

President Roosevelt, before leaving 
for his Florida vacation, notified Sen- 
ate and House leaders of his wishes 
relative to pending legislation since 
he placed food and drug legislation 
on the list. This is being counted up- 
on to expedite passage of the recently 
reported Copeland bill now on the 
Senate calendar. 

While Senate leaders declined to 
predict just when the Copeland bill 
(S.5) would be called up, it was in- 
dicated to ADVERTISING AGE that such 
action might be taken “any time,” 
depending upon the status of the 
Senate calendar. On the other hand, 
it was explained that the 9 to 6 vote 
of the Commerce Committee seemed 
to eliminate any possibility that the 
measure could be given immediate 
consideration through the process 
known as unanimous consent. From 
officials close to Senator Copeland 
came the prediction that the bill 
“would most likely be slipped 
through quietly at a convenient 
time.” 

In the House, there has been no 
determined effort to press for a re- 
port on the Mead bill which, accord- 
ing to its supporters, would accom- | 
Plish a similar revision of the pure 
food and drug laws and advertising 
connected therewith. House leaders 
indicated that as the Copeland bill 
has the implied, if not the actual 
support of the administration, it 
would be favored. 

A check indicates that there is 
very little possibility at this time of 
enacting the Mead bill. This is fur- > 
ther supported by the belief of 
House administration leaders that 
industry generally prefers the Cope- 
land measure. 


Reinstates Injunction 
Against Shopping News 

The temporary injunction recently 
issued in Chicago against Shopping 
News, Inc., and Goldblatt Brothers 
restricting the method of delivery of 
the advertising circulars issued by 
those concerns, was reinstated March 
23 by Justice Warren H. Orr in the 
Illinois supreme court. 

Justice Warren’s decision over- 
ruled the appellate court, which had 
stayed the injunction originally ob- 
tained from Judge Harry A. Lewis 
of the superior court. The original 
action was instituted by Carl Hall- 
berg, apartment building owner, 
through Samuel A. Ettelson, his at- 
torney. 

Attorney Ettelson secured the su- 
preme court writ on the contention 
that the new practice act of 1933, 
giving the appellate court the power 
to grant such stays, is unconstitu- 
tional. The next term of the supreme 
court will consider the question. 


Linton Company to 
Hold Bristol Contest 


Linton Brothers & Co., Fitchburg, 
Mass., will award a total of $370 in 
cash prizes for the most effective 
pieces of advertising on Linton’s 
Bristol produced and used during 
1935. First prize will be $250, sec- 
ond prize, $100, and third, $20. The | 
contest will close Nov. 15. 

Entry blanks may be secured from 
the company, or from any Linton 
agent. 


Reader interest in the Rotogravure 


Picture Section 
Men 
Women 


~——— oe 


84% 
85% 


Metropolitan. 


Baltimore Sun—Buffalo Times—Chicago 
Tribune — Cleveland Plain Dealer — 
Detroit News — New York News — Phila- 
delphia Inquirer — Pittsburgh Press — 
St. Louis Globe-Democrat—W ashington Star 


‘Weekly 


Current Circulation 
5,600,000 families 
16,800,000 readers 
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| EVERY DAY 


3 The Boston Post sells 224,146 MORE 
: copies than the Morning Herald 


The Boston Post sells 212,700 MORE 
7 copies than the Morning Globe 


: The Boston Post sells 207,751 MORE 
: copies than the Evening Globe 


7 The Boston Bost sells 183,717 MORE 


| copies than the Evening Traveler 


s 7 The Boston Post OUTSELLS— 
» Fhe Moming Globe and! (COMBINED by 93,053 


“of AND 
: The Erening Globe and! COMBINED by 47,675 


: including ALL their HEAVY DUPLICATION of readers 


33, The Boston Post circulation—the LARGEST of any daily newspaper published in New Eng- 
ie, land—goes direct to 343,793 individual readers. It has only ONE edition. It goes into the 
home just before the day’s purchases are planned and reaches many more thousands of fam- 
ilies with $3000 to $10,000 yearly incomes than any other New England newspaper. 


Boston Post circulation contains NO duplication of morning and evening readers—very few 


- “street” sales—it has no “hawker” newsboys and never resorts to “premium” schemes to buy 
ha | circulation. It is a clean-cut advertising medium which is producing outstanding results for 
a's \ , advertisers over and over again. 

ing 


he Boston Dost 
Ly | Latest Average Daily | Readers buy the Post 
A ) Net Paid Circulation I i because they like it 
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March 30, 1935 


SPECIAL SURVEY 
PRECEDES ETHYL 
1935 CAMPAIGN 


Extensive List of Newspapers 
Is Added 


New York, March 28.—Wild ani- 
mals, motor vehicles of the future 
and just plain folks will appear in 
this year’s copy of the Ethyl Gaso- 
line Corporation. The campaign just 
being launched is about the same in 
size as last year, the expenditure 
being approximately $1,000,000. 

For the first time, the company 
will use newspapers. extensively. 
Other mediums will be outdoor ad- 
vertising and magazines. Batten, 
Barton, Durstine & Osborn, Inc., is 
the agency. 

In preparing the 1935 campaign, an 
extensive survey was made to deter- 
mine the best forms of advertising to 
use, and suggestions of the Ethyl 
field staff were worked into the cam- 


paign in many instances. The result 
is a sieve-like structure in and 
around which motorists will circu- 
late, gaining many impressions about 
Ethyl gasolines. 

It was decided to use outdoor ad- 
vertising in the United States and 
Canada to carry the basic Ethyl 
story to the car owner while he is 
on the road. During 1935, the com- 
pany will use more than 36,000 post- 
ers in these two countries. 


To Use New Process 


The outdoor advertising will be 
unusual for its use of the Finlay 
process of color photography. Ethyl’s 
use of this process is the first in out- 
door advertising. The chief advan- 
tage is the third dimensional effect 
this process gives. The photographs 
to be used in Ethyl’s posters were 
taken in Hollywood. 

A distinct departure from previous 
Ethyl campaigns is the broader use 
of newspapers this year. It is ex- 
pected that 80 per cent of all news- 
paper readers will be reached by ad- 
vertisements to begin the first week 
of April in This Week, in rotogravure 
sections individually published by 16 
newspapers, and in black and white 
advertisements in eight major mar- 
ket newspapers reaching sections not 
thoroughly covered by the others. 

To provide year ‘round appearance 
of Ethyl advertising and to fill up 


gaps in areas and periods not cov- 
ered by posters and newspapers, 
magazines will be employed. Con- 
tinued on Ethyl’s schedules are The 
American Weekly, Country Gentle- 
man, Esquire, Fortune, Life, New 
Yorker, Saturday Evening Post, Sun- 
set and Time. In addition, 29 state 
farm papers, 25 oil and automotive 
trade papers and two aviation papers 
will carry Ethyl advertising. 

In Canada, Ethyl’s expenditure 
over last year has been increased. 
Canadian motorists for the first time 
will see Ethyl posters. The Dominion 
magazine schedule includes Canadian 
Homes & Gardens, Maclean’s Maga- 
zine, Mayfair, National Home 
Monthly and Saturday Night. The 
trade papers include Motor Magazine 
and Canadian Automotive Trade. 
Though Ethyl has never used Cana- 
dian newspapers, this year it will 
advertise in the Toronto Star 
Weekly. 

The use of animal pictures in some 
of the copy follows up Ethyl’s featur- 
ing of these subjects in advertising 
during the past several years. Last 
year its wolf and three little pigs 
copy attracted wide attention, as did 
the illustration picturing a dog 
chasing a cat. In each illustration 
the advice was given, “Next time get 
Ethyl.” 

The first of the new animal pic- 


FIRST SHOT IN NEW ETHYL SERIES 


FLYING 
TRAPEZE 


through 
treffic 


with 


greatest 


ease..." Next time get Ethyl” 


Facts You Should Knaw About Gasoline 
HIGH COMPRESSION PERFORMANCE. Modern 
compression care need Ethyl to give fall per- 
formance. Older cars, tou, ran bget oo Ethy} as 
vachon and mileage acconmbate. 
DOUPLE-TRESTED QUALITY: Sufficient Ethyt faid 


ALWAYS LOOK f Ghety whet tre aber 
Guha be the Sthed tenbionah on dhe tebe we 
Dude teapree gomeitine somtaineng Sates! Goris 


The all-round quatity is protected through double 
inapection at the refinery and al the punp. Speciti- 
gations are adyusted to fit the differcut seasonal 
conditions, 

AVMLABLE EVERYWHERE, Approximately 05% of 
all premium gasoline sald ia the United States and 
Canada now contain Ethyt finid. 


(comtaining tenrecthy! bead) is used to produce 
the highest anthkmock reting by the official test 
twethods of the olf and automotive industries, 


To get all the power and pleasure from vour car- 
investoent —NEXT TUAE GET ETHYL! 


tures shows a member of the monkey 
family swinging from a trapeze. The 
company bought a series of these 
pictures taken in German zoos in and 
about Berlin. The use of this type of 
material from Europe in American 
magazines is believed to be unprec- 
edented. 


Expect Tie-Up Advertising 


The outlook is that there will be 
more tie-up advertising by Ethyl 
licensees this year. During the past 
several months this trend has been 
apparent in the featuring of aviation 
type gasoline, an entirely new distil- 
late, by major companies, some of 
which point out that a plane could 
fill with safety at their automobile 
service stations. 

Leading gasoline companies re- 
cently have been doing little to ad- 
vertise their regular gasolines as 
they had done for several years pre- 
viously. Practically all of the higher 
grades now being featured contain 
Ethyl fluid. 

There is another reason for the 
swing to advertising the premium 
grades. The leading popular price 
cars, representing about 80 per cent 
of the market, this year and last 
have stepped up their compression 
from about a six to a seven-to-one 
ratio. This requires a better grade, 
anti-knock fuel. 

Some of the Ethyl copy will fea- 
ture motoring events in which Ethyl 
figured. Among these are the In- 
dianapolis speed races and Sir Mal- 
com Campbell’s Daytona Beach ex- 
ploit. 


Praises Studebaker 


Automotive Daily News, Detroit, 
this week published an 80-page ro- 
togravure supplement, “Studebaker 
Emerges Victorious,” as an addition 
to its mid-week Pink Sheet. The sup- 
plement was in honor of the 83-year- 
old organization, said to be the first 
automobile company ever to come out 
of a receivership. 


Lesan Control Goes 


To Acting Executives 


Interests in the H. E. Lesan Ad- 
vertising Agency, New York, held by 
two estates, have been acquired by 
active participants in the business, 
with James MacKay continuing as 
president. 

Eugene W. Spaulding has pur- 

chased the interest lately held by the 
estate of Francis H. Sisson, who died 
last year. Mr. Spaulding, who has 
been with the agency nine months, 
is the son of Howard E. Spaulding, 
one-time Lesan executive now a spe- 
cial partner in Lahey, Farge & Co., 
commercial paper house. He is the 
grandson of Eugene W. Spaulding, 
for many years director of advertis- 
ing for the Curtis Publishing Com- 
pany. 
The controlling interest in the 
agency, formerly held by the estate 
of H. E. Lesan, who died in 1932, 
has been purchased by the agency. 


Hesse Signs Contract 
with Crowell Magazines 


Paul Hesse, color photographer, 
has signed an exclusive contract with 
the Crowell magazines, The Ameri- 
can Magazine, Collier’s, The Country 
Home, and Woman’s Home Compan- 
ion, for covers and illustrations to 
appear during the next year. 

Color photography will be widely 
featured in the Crowell magazines. 
Mr. Hesse’s studio will be used as a 
laboratory for extensive practical ex- 
perimentation. The Crowell work, 
on its technical side, will be directed 
by Edward Patston, expert in the 
Carbro process for color photography. 


Montague Joins Surface 


W. B. Montague, formerly sales 
promotion manager of Delco Appli- 
ance Corporation, General Motors 
subsidiary, has resigned to become 
sales promotion consultant of the 
Surface Combustion Corporation, To- 
ledo, the Henry L. Doherty property 
which manufactures the Heatmaster 
gas home heating equipment and in- 


dustrial gas furnaces. 


= — 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “Reserve Illustrations. "’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


4 UNDERWOOD & UNDERWOOD 


NEW YORK CHICAGO DETROIT 
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ADVERTISING AGE 


more dept store 
advertising! 


‘Tue answer, in one word, is—BUYERS! Buyers have something to 
say about advertising and other affairs in dep’t stores. Buyers are individualists 
and often strongly opinionated, but nobody has found a way of running a dep’t 
store without them. Buyers represent our principal Sales Resistance in selling 
more agates to the dep’t store. For instance: 


One of the haughtiest hurdles 
is Miss Effienoodle, crockery buyer 
for the past 104 years. Effie has 
what is known as a following— 
from which it follows that Mrs. 
Vangoldsborough will permit no 
one but Effie to show her porcelain gravy 
ladles or glazed toothpick coasters. Effie is 
proud of her prerogative, and likes to think of 
the customers as her personal pals. She doesn’t 
warm up to. the idea of having perfect 
strangers milling around her department, 
even if they should boost her quotas. 


Spiritually allied to Miss Effie- 
noodle is Mr. Gwill, the anti- 
feminist of gentlemen’s furnish- 
ings. Mr. Gwill is still staunchly 
opposed to woman’s suffrage, and 
thinks woman’s place is in the 
home. Although Mr. Gwill admits 
when pressed that in these times wives buy 
most of the men’s overcoats to say nothing of 
pants, he deplores the tendency. And he 
doesn’t want any truck with a medium which 
is so gallantly successful with the ladies. 


Another hindrance is Mlle 
Highspin, of the expensive 
Little Shoppe. She prides her- 
self on her limited and non- 
duplicating assortment. Once 
by mistake she found she had 


six Gorgeous Gateaux all alike, and in con- 
sternation advertised in The News. To her 
amazement and dismay, about sixty -cus- 
tomers showed up, and fifty got sore because 
the stock was sold out. As Mlle Highspin can 
tell you, nobody wants to advertise in a 
medium which sells more merchandise than 


Tribune Tower, Chicago * 


Kohl Building, San Francisco * 


the buyers have bought. So Mlle prefers 
innocuous media which don’t exceed her 
expectations and keep her sang froid froid. 


In every store too is a Mr. P. 
M. Nightwit, who has worked up 
from a small store in Palooka. He 
likes to tell us that in Palooka 
everybody reads the Planetarium, 
published p.m. If New Yorkers 
prefer morning papers, they must 
be slightly loco. About the time Mr. Nightwit 
gets hep to the fact that New York is primarily 
a morning paper town, it is usually too late to 
do us much good, because by that time Mr. 
N. is back on his old job in Palooka. 


And then there is Mr. Holler, 
the merchandise mgr., who sud- 
denly decides to promote a special 
offering of portable bathtubs on 
page two of Friday’s paper. We’d 
like to oblige, but one of the 
quaint customs of the newspaper 
business is to reserve some of the paper for 
news. Sometimes Mr. Holler varies his re- 
quest by wanting ten pages on Friday, when 
there is room for only three. Our explana- 
tions usually don’t appease Mr. Holler, and 
don’t help our linage any, either. 


Mr. Spulash is somewhat of 
a problem too. He goes in 
strong for poster copy, and 
favors what he calls a “‘smash- 
ing spread”. About the only * 
thing the small page of The 
News can smash is a last year’s 
sales record. But Mr. Spulash is more im- 
pressed by aesthetics than by treasury take, 


and sometimes prefers to abridge his list 
rather than abridge his copy. 


A linage hurdle in a class by 
himself is Mr. Gruntt, who likes 
to be called a head-man. His 
objection is short if not sweet. 
“‘Givus a rate like the Graphic.” 
To which we modestly answer 
that if we gave rates like the 
Graphic, we’d be where the Graphic (de- 
ceased 1931) is now, and the dep’t store field 
without its most helpful sales producer. 


"Tere are other buyers and circum- 
stance which do not help out dep’t store 
linage. But virtue is its own reward or some- 
thing—because The News is rewarded with 
more dep’t store revenue than any other 
paper in New York; or for that matter, more 
than any other paper in the country! Even in 
linage, which is less significant than shekels, 
The News is way down in front, as you can 
see from the 1934. Media Record figgers: 


Sun . 6,092,827 
a 5,683,037 
World-Telegram . 5,274,532 
ee 4,813,692 
Herald Tribune . 3,102,016 
Journal . 2,986,366 
Eagle . 2,883,625 
American . . . . 1,647,533 
Pe «22 te. Oe 
meer“. + = 916,968 
Times Union , 252,474 


We have mentioned our ascendancy in the 
department store field in spite of difficulties 
merely to suggest that The News is your best 
medium for transcending difficulties! With 
more than 1,650,000 circulation daily, it 
makes molehills out of mountains. If your 
store or your service is not as well known as 
you’d like to have it, suffers from sales 
resistance, inertia, or lethargy or plain non; 
entity, we respectfully refer you to The News 
—and to your customers who in greatest 
numbers refer to the same medium! Have 
you any difficulties you’d like transcended? 


220 East Forty-sECOND STREET, NEw York Crry 
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ST. LOUIS STORE 
MAKES CAPITAL 
OF SHIRT TEST 


St. Louis, Mo., March 28.—“Why 
We Didn’t Deliver Cavendish Fused 
Collar Shirts” was explained in dra- 
matic style to its customers by 
Scruggs - Vandervoort- Barney, St. 
Louis department store, in a full- 
page newspaper advertisement Tues- 
day. 

The advertisement was headed 
“one of the strangest merchandising 
stories ever told—for your protection 
read every word of it!” 

The company purchased thousands 
of the new fused collar shirts, and 
launched a sales contest among its 
employes. As a result of the contest, 
some $400,000 worth of the new 
shirts were sold. 


Customers’ Money Refunded 


But none of the shirts was ever 
delivered. Instead the store refunded 
customers’ money, and _ canceled 
thousands of orders, because ex- 
haustive laboratory tests showed that 


STATE HOUSE TAKES TO THE OPEN ROAD 


B ican 


This replica of the Massachusetts state house is now on a three-months 

tour of the northeastern quarter of the United States as part of the 

promotion effort now being sponsored by the six New England states 
to attract tourists. 


the shirts at that time were not 
“good enough” for the store’s cus- 
tomers, Tuesday’s copy narrated. 
S-V-B had authorized tests to be 
made by the Better Fabrics Testing 
Bureau, New York, of brands of 
shirts other than the Cavendish which 


employ the new process of fusing the 
collar, the copy continued, and none 
measured up to the store’s standards. 
The investigation, however, brought 
to light many important factors that 
manufacturers did not know about 
their own products, and as a result a 


BALTIMORE 


FAMILIES 


XN lore for 


: eer eee 


Oo 


ur advertising dollar’ 


---in Baltimore 


At 35c a line, the complete cover- 
age of The News-Post gives you 
a maximum audience at a mini- 
mum rate in Baltimore. 193,600 


circulation in the 


ABC city zone every day*; 4 out 
of every 5 families—by far the 


BALTIMORE 


EWS-POS 


more. 


Baltimore 
. .. Get 
figures. 


largest circulation ever at- 
tained and maintained in Balti- 


Advertising dollars go farther, 
work harder in The News-Post 


the latest facts and 


Nationally Represented by the Rodney E. Boone Organization 


* Except Sundays. The Baltimore Sunday 
American has the largest circulation in the 
219,235 and still going up. 


South 


newly perfected fused collar was de- 
veloped. 

“The Cavendish shirt with the 
newly perfected fused collar is now 
ready for you,” this week’s adver- 
tisement stated. The improved col- 
lar-attached shirt has a collar which 
is porous and starchless, permanently 
neat, and pliable, especially suitable 
for summer wear. 

Another advertisement similar to 
the one run Tuesday is being pre- 
pared, according to George E. 
Bounds, advertising manager of 
Scuggs-Vandervoort-Barney. 

“Our interest in the case,” Mr. 
Bounds said of the advertising, 
“was to protect the customer and 
maintain good will. Our concern was 
about those who would not com- 
plain.” It was to reach those custom- 
ers who might find the original shirt 
unsatisfactory that the effort was 
made to acquaint them with the lab- 
oratory testing of the merchandise. 


Shakes Pennies in 
Holloway’s Cocktails 


Gin buyers will be introduced to 
the idea of adding “a penny per cock- 
tail” when shaking them up, in copy 
on Holloway’s gin created to over- 
come low price competition. The 
campaign, in charge of Donahue & 
Coe, Inc, New York, is sponsored by 
B. B. Dorf & Co., Holloway’s U. S. 
agents. 

Consumer advertising appears un- 
der such headings “Jeeves will now 
put 1c in the shaker.” A folder pre- 
senting the idea to the trade was 
headed, “A penny in the shaker 
means dollars to you.” The company 
contends that the difference between 
even the cheapest gin and the best is 
only one cent more per cocktail. 

Dorf plans an extensive campaign 
on Holloway’s sloe gin, to start soon. 
Although there was little advertising 
of the product last year, there was 
definite indication of a large poten- 
tial market for it. 


W. J. McAneeny, Motor 
Magnate, Dies at 62 


William J. McAneeny, Detroit 
financier and a dominant figure in 
the automobile business for many 
years, died March 24 at Harper Hos- 
pital, Detroit, of an acute intestinal 
ailment. He was 62 years of age. 

From 1909 to 1934 he was associa- 
ted with the Hudson Motor Car Com- 
pany, and was elected president of 
that company in 1929. In 1934 he left 
the corporation to devote all of his 
time to his work as chairman of a 
local bank committee seeking to 
make possible a full “pay-off” to 
560,000 small depositors in the First 
National Bank, Detroit. 

When the payment became an ac- 
complished fact, Mr. McAneeny 
served briefly as president of the 
Hupp Motor Car Corporation, and 
early this year retired to private life. 


Sales Executives Elect 


Goode as President 


Kenneth M. Goode, formerly vice- 
president, was elected president of 
the Sales Executive Club of New 
York at its annual meeting. Other 
officers are Paul Ryan, Donahue & 
Coe, Inc., first vice-president; F. K. 
Doscher, Lily-Tulip Cup Corporation, 
second vice-president; John 
Moore, London House, Ltd., secre- 
tary; and Frank K. Hummel, New 
York Telephone Company, treasurer. 

Directors elected are William J. 
Monaghan, Pioneer Ice Cream Brands, 
Inc.; Dr. Paul H. Nystrom, Columbia 
University; L. W. C. Tuthill, Tuthill 
Advertising Agency; and Allen Zoll, 
MacDonald Bros., Boston. 


Organizes New 


Cleveland Agency 


Carl W. Scheel, formerly vice- 
president of Humphrey, Prentke & 
Scheel, Cleveland advertising agency, 
has established the Scheel Advertis- 
ing Agency, with offices in the New- 
man-Stern Bldg., Cleveland. 

The agency will serve these ac- 
counts: Acme Electric & Mfg. Com- 
pany; Motor Repair & Mfg. Com- 
pany; Motch & Merryweather Ma- 
chinery Company; Midland Paint & 
Varnish Company; Vita-Minro Bio- 
chemical Laboratories, Inc.; The 
Massillon Rubber Company; The M. 
Cc. A. Sign Company; and the Vel- 
crest Company. 


On Willard List 
Pacific Rural Press, San Francisco, 
was omitted from the list of farm 
papers to be used in the Willard 
Storage Battery Company’s 1935 
campaign, given in ADVERTISING AGE 
for March 9. 


Program for 
Agency Meet 
Is Announced 


New York, March 28.—Three for- 
mal speeches are on the program for 
the meeting of the American Associa- 
tion of Advertising Agencies which 
will be held at The Greenbrier, White 
Sulphur Springs, W. Va., April 12-13. 
They are: 

“An Editor’s Idea About Agency 
Opportunity,” by Mrs. William Brown 
Meloney, editor of This Week; “Strat- 
egy and Statesmanship of Advertis- 
ing,” by Arthur Kudner, president, 
Erwin, Wasey & Co., and chairman of 
the board of the Four A’s; and “Mak- 
ing Advertisements,” by J. Stirling 
Getchell, president, J. Stirling Get- 
chell, Inc. 

All of these talks will be given at 
the business session on Friday morn- 
ing, April 12, following sessions for 
members only on the preceding day. 

The afternoon of Friday will be 
given over to the start of the golf 
tournament, which will wind up Sat- 
urday morning. Friday evening there 
will be a reception for ladies, mem- 
bers and guests, followed by a formal 
dinner at which guest speakers will 
be heard. 


“Journal” Series Tells 
Utility of Advertising 


The Journal of Commerce, New 
York, has started publication of a 
series of articles dramatizing the 
utility of good advertising and mer- 
chandising in business, to be printed 
once a week on Friday. The first ar- 
ticle in the series, which is entitled 
“Accomplishments of Advertising,” 
appeared March 22, and dealt with 
the Colgate-Palmolive-Peet Company. 

Upon completion of the series, the 
articles will be reprinted in booklet 
form for distribution to a group of 
manufacturers and_ representative 
advertising agents. 


Association Moves 


The Copper & Brass Research As- 
sociation, which is now concentrating 
its attention on sales promotion for 
the industry, moved this week to the 
Graybar Bldg., New York. 


Joins Pure Oil 


L. A. Roblee has been made as- 
sistant district manager in charge 
of sales for the Pure Oil Company, 
in the Indianapolis district. 


COLORED « 
POSTAL CARDS 


35 designs, lithographed on government 
and plain cards. Cost from 1%c to 2c 
ready to mail. Write for free sample 
set—special offer to advertising coun- 
sellors, printers and letter shops. 


MENDLE PRINTING CO., Dept. B., St. Louis, Mo, 


®Balmy weather and 
things to do make Spring 
the ideal vacation time 
here. 


®Golf on two famous 
courses adjacent to the 
Hotel. Excellent stables 
and miles of rambling 
bridle paths. Indoor salt 
water pool. Trap shoot- 
ing. Real “Old Virginia" 
cooking. 


® Easily accessible by 
motor, train or boat. 
Booklet upon request. 

N. Y. Booking Office 

500 Fifth Avenue 
Lackawanna 4-711! 


HOTEL 
VIRGINIA BEACH 


VIRGINIA 
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for- 
i ures DEALER COOPERATION 
ocia- 
hich 
hite © 
2-13. _ The Oklahoman & Times 
— get dealer support that 
own _ increases advertising re- K q ° 
= ' —_ Kayser's three retail 
at i S.C) | i ee ; 
rtis- sites m — - : — - ~  SULUS KAYSER & CO aad = = accounts in Oklahoma City ex- 
“pr = MEW voR presses an opinion about the 
ak February 25th, 1935. effectiveness of advertising in 
‘ling the Oklahoman and Times. In 
Get- part they say: 
n at 
ob “Kayser business showed more 
; tor than 100% increase.” 
day. Okishousn & Times,’ 
cae Oklahoma City, Okla. “Obliged to reorder after first 
Sat- My dear Mr. Meyerson: doy's eale.” 
here Cutanenen’h thane" Chit tga eeesee the tational nese 
nem- paper schedule for Julius Kayser & Co. “Had phenomenal returns.” 
rmal As you know, our advertising is planned like 
will that of a retail store -- each ad aiming to bring women m . i 
into the store to buy one particular item. For that Intend to tie-up again, results 
reason, we, as manufacturers, use that medium which re- ” 
tailers have proved most successful in selling merchan- were so successful. 
dise -- the daily newspapers. 
° The fact that Oklahoma dealers tied up so “Wi f 
ing regularly with the Kayser campaign last fall, proves ish more manufacturers 
that our reasoning is sound and effective. ” 
New would adopt the same plan. 
of a With all best wishes for success this spring, 
the T an, , 4 
a Ve ruly yours 
nte 
it ar- “i owe oO RE 
itled 
ing,” cP T : 
with i 
any. 7 tr 
, the 
oklet p a 
ip of ROO 
ative _ 
Advertising Director 9 [=== GAY S. WALTON === Underwear Production Mgr eh City ee ttt Lehng . Pebruary 6, 1935 ; ms le $s as 
"etlemen, . j The Oklahoman & Times | 
= fentery woud 1 8 eeetta, / get dealer support that fs 
ating OM Hay00e pecy1g Parvicet, the vert PAPOF ang increases advertising re- 
1 for a. fan , os ted in this perth Pal aaron : ge 
. . to 2 op, ° uy t 
oe No newspaper campaign is success- dy tt a 
é Pression * our ; é ys Sale, Case ana a "Buch var 
ful without the support of the dealers ees oe Gree So mana, re obit, 
. . . oo #4 ppd 
_ selling the merchandise. Nothing ex- Os te Se 
large co f 2 "ery trury 
ane presses their interest quite so well as i Oe ng 
spending their own money in cooperat- se : 
— ing with it. 
nent Here’s acasein point. Julius Kayser 
— dealers in Oklahoma City used 3,290 
s, Mo, lines of advertising on Kayser merchan- 
a dise last fall, supporting Kayser’s own 
2,772-line campaign in the Oklahoman 
j and Times. Results? Read the letters! 
h Because the Oklahoman and Times 
. carry a product’s sales story into more 
RI than 90% of Oklahoma City’s homes... 
si into 62% of the urban homes in the A B C 
— trade area, they translate advertising into 
> SALES. Retailers know this. And when 
mous . 
the they use more local linage to support a 
abies . 
ian campaign than a manufacturer places . . . 
It e ‘ 
hea. gentlemen, that’s REAL cooperation! 
ns It’s something worth going after. 
2 by 7 
boat. | 


‘ Place the Oklahoman and Times 
. on your newspaper list and FEEL them 
boost your sales. 


The DAILY OKLAHOMAN - OKLAHOMA CIT) 


ACH National Representative E. KATZ, Special Adv. Agency 
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SOHIO STARTS 
SPRING DRIVE 


Cleveland, O., March 28.—Playing 
up the theme, “Bring Your Car Up 
to Standard,” the Standard Oil Com- 
pany of Ohio has just begun an ag- 
gressive spring sales and advertising 
drive. 

A total of 108 newspapers will 
blanket the state with Sohio’s story 
of products and service. At the same 
time, 825 posters in 131 towns and 
cities will impress the company’s 
name and the campaign theme upon 
the motoring public. 

Standard is capitalizing upon 
spring service opportunities this 
year even more than it has in past 
years. At this season, motorists are 
being reminded, oil must be changed 
to summer grade, tires need check- 
ing, and radiators must be drained 
of anti-freeze solutions. 

Newspaper copy will use more il- 
lustrations than in the past to por- 
tray the extra services to which the 
customer is entitled. The company’s 
advertising has been planned to sell 
the public on Standard stations for 
all requirements. 

Radio spot announcements will 


warn motorists when their cars need 
a change to summer products 
throughout. These announcements 
will be in the form of weather no- 
tices from stations WTAM, Cleve- 
land, and WLW, Cincinnati. 

The spring advertising program 
will also feature baseball broadcasts 
over station WHK, Cleveland. This 
series will convey the play-by-play 
description of all home games of the 
Cleveland Indians. 

Jack Graney, former big league 
player and now a radio announcer, 
will be at the microphone. Resumes 
of all out-of-town games will be 
given. Other Ohio stations will be 
used to announce final league scores 
and game resumes. 


“Time” Opens New Office 


A branch advertising office under 
the management of Brooks Hering 
has been opened by Time in the Gir- 
ard Trust Company Bldg., Philadel- 
phia, to serve Eastern Pennsylvania, 
the District of Columbia, Maryland, 
Delaware and Southern New Jersey. 
Mr. Hering has been associated with 
Time’s New York office for several 
years. 


Spencer to Hopewell 


Don Spencer has become associated 
with George T. Hopewell, publishers’ 
representatives, New York. The firm 
has opened new offices at 101 Park 
Ave. 


“Saga” Appoints 
Forrest A. Lord 


Forrest A. Lord has been appointed 
managing director of Saga, New 
York, the new adventure magazine 
published under the auspices of the 
Adventure Society, New York. 

For the past eight years Mr. Lord 
was editor and publisher of the 
Florida Farmer and Jacksonville 
American, and previously was asso- 
ciated with George M. Slocum, now 
publisher of Automotive Daily News, 
Detroit. 


Apartment Journal 
Changes Name 


The name of National Apartment 
House Management, Cleveland, has 
been changed to National Apartment 
Journal, and Harold W. Haskett, Cin- 
cinnati, has been appointed Southern 


representative. 
A new local magazine, Income 
Properties, will supplant National 


Apartment House Management as a 
strictly Cleveland publication. 


“Union-Leader”’ to 
McDevitt Company 


The Union and Leader, Manchester, 
N. H., have placed their national rep- 
resentation with George A. McDevitt 
Company, effective April 1. 

Col. Frank Knox, publisher of the 
Chicago Daily News, also publishes 
the Manchester morning and evening 
papers. 
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One of the facts heard con- 
stantly regarding CONTI 
osters — ‘the colors 
last.’ Suntast inks and paper 
enable the posters to maintain 
the life and beau 
original, for the full life of the 
showing ... and beyond! 


of the 


Down to the finest brush 
stroke, they mirror all the 


color of the orig- 


They are forceful and 


attention compelling. 


Let us figure with you on your 
next order. 
you can buy—CONTINENTAL 
posters are not expensive. 


Although the finest 


YOUR NEAREST CONTINENTAL OFFICE IS 


INDIANAPOLIS, 


ROCHESTER, LOS ANGELES, SAN FRANCISCO 
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LITHO 
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UNIQUE COCA-COLA SIGN SHOWS BUBBLES 


This Coca-Cola spectacular, in Columbus Circle, New York, is said to be one of 

the most unusual spectaculars ever erected. It starts its cycle with 163 bubbles in 

seven colors floating into the sky, followed by the appearance of the word "Pause," 

and the Coca-Cola trade mark in 22-foot letters. Then the familiar slogan, "The 

Pause That Refreshes," flashes on, a green diamond border frames the display, and 

the Coca-Cola glass loses its animation. R. C. Maxwell Company, Trenton, N. J., 
created the display. 


G-M CONTINUES 
EXHIBITION OF 
COMPLETE LINE 


Detroit, Mich., March 28.—Strik- 

ing in 51 cities from coast to coast 
in its annual spring bid for con- 
sumer favor for G-M craftsmanship 
and engineering, General Motors 
Corporation will stage complete ex- 
hibitions of its wide range of prod- 
ucts during the period from April 6 
to May 11. 
Each exhibition will last one 
week. The series, which will again 
be known as “General Motors Spring 
Showings,” will be stressed in 
G-M’s national advertising and in 
factory and dealer promotion for the 
individual showings. 

The exhibits have been designed 
to show to the consumer General 
Motors’ latest developments in the 
household appliance field, refrigera- 
tion, air conditioning, and oil burn- 
ers, as well as in the entire automo- 
tive line. 

In the automotive field, the ex- 
hibits will give special attention to 
such features as “no draft ventila- 
tion,” “knee-action wheels,” and 
Fisher Body’s new “turret top.” 

General Motors national exhibits 
in June of 1934 attracted a total at- 
tendance of 4,000,000 persons and 
were credited with an increase of 
42 per cent in the sales of cars and 
trucks alone, over the similar show- 
ing of products in 1932. 


When Shows Will Be Held 


Exhibiting cities and their show 
dates this year are: 

April 6-12, Louisville; April 6-13, 
Milwaukee, Philadelphia, Provi- 
dence, Toledo, Tulsa, Washington, 
D. C., Atlanta, Birmingham, Buffalo, 
Detroit, Newark, Boston; April 20- 
25, New York; April 20-27, Oakland, 
San Francisco, Brooklyn, Seattle, 
Chicago; April 20-30, Atlantic City; 

April 27-May 4, Memphis, Nash- 
ville, New Orleans, New Haven, Bal- 
timore, Omaha, Pittsburgh, Rich- 
mond, Rochester, San Antonio, St. 
Louis, Wichita, Wilkes-Barre, Al- 
bany, Charlotte, N. C., Cincinnati, 
Cleveland, Dallas, Davenport, Iowa, 
Dayton, Des Moines, Grand Rapids, 
Indianapolis, Jacksonville, Kansas 
City, Los Angeles, Spokane, Hous- 
ton, Portland, Ore.; May 4-11, Min- 
neapolis, St. Paul. 

No shows are scheduled for the 
week preceding Easter. The exhi- 
bitions will be open to the general 
public without admission charge. 


Smith Promoted 
Henry J. Smith, formerly raw 
sugar buyer, has been appointed gen- 
eral sales manager of the National 


Sugar Refining Company, New York. 


Elected Crane Head 


Charles B. Nolte, formerly head of 
Robert W. Hunt Company, engineers, 
was elected president of the Crane 
Company at a meeting of the com- 
Pany’s new board of directors in Chi- 
cago March 26. John B. Berryman, 
former president, was elected to the 
newly created position of chairman 
of the board. 


Hoge Resigns 


Gordon Hoge has left the Chicago 
office of Lord & Thomas and is tak- 
ing a vacation in Bermuda before re- 
entering the advertising field. He 
was formerly in charge of the Chi- 
cago office of Young & Rubicam. 
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COPY SERVICE CO. 


BRANCHES-— One 
near you to serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 
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Numerous agency men and advertisers have given quick 
approval to Cosmopolitan’s current advertisements on 


the advertising value of GREAT FICTION. 


@ By letter, telephone, or personal comment, they show 
their understanding of the fact that GREAT FICTION’S 
emotional power is the most stimulating and the most 

profitable background for Effective Advertising. 


@ Closely matching their opinions are the read- 


@ Will you invest ten minutes in hearing the whole story 
of what 103,275 women who are buying like to read? 
It surely will lead to a clearer understanding of 1935 
Advertising Values. Cosmopolitan salesmen are ready to tell 
you. Call or write the Cosmopolitan Office in New York, 
Chicago, Boston, Detroit, Philadelphia or San Francisco. 


BATTLE 


LITTLE did the rugged young Ameri- 
cans who snuggled contentedly into 
bed as their fond mothers blew out 
the kerosene lamps on a certain night 
in the middle 80’s reckon on the sad 
fate that lay around the corner. 
They were about to run full tilt 
into the power of Great Fiction! 
For they woke to that doleful day 
when “Little Lord Fauntleroy,” ap- 
pearing first in a magazine, started 
to cut his devastating swath through 
the hearts of doting female parents. 
Overriding the horrified protests 
of fathers and sons alike, legions of 
women dragged their resisting dar- 
lings into the stores to buy lace col- 
lars and cuffs and velvet suits. 
Wallace Eddinger was one of three 
child actors who created the title role 
on the stage after the novel had swept 
the country like a plague. At the 
death of the author, Mrs. Frances 
Hodgson Burnett, in 1924, he said, 
“To play the part of ‘Cedric’ I had 
to have long golden curls, wear white 
cuffs and be, oh, so sweet. As a result 
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the other boys used to call me ‘Sissy.’ 
There were other kids who were glad 
when the Fauntleroy vogue died. 
Their mothers dressed them as coun- 
terparts of me in the role and they 
were always getting into fights.” 

Perhaps you think this hard-boiled 
world has ceased to react to such a 
display of emotion. 

But how else will you explain the 
way in which women last year aped 
the hair-dress of “Little Women,” 
or the increased interest in Oriental 


“THE MOST INFLUENTIAL 
BOOKS, AND THE TRUEST 
IN THEIR INFLUENCE, ARE 
WORKS OF FICTION,” SAID 


ROB'T LOUIS STEVENSON. 
“THEY RE-ARRANGE, THEY 
REPEAT, THEY CLARIFY 
THE LESSONS OF LIFE” 


COSMOPOLITAN 


CEDRIC (Little Lord Peuntlerey) with bis 
dog and pigeons 


ing preferences of 103,275 women—the cash cus- 


ra 


tomers who make or break the prettiest theory. 


@ This definite swing to Cosmopolitan is simply 
because it prints more GREAT FICTION per 
issue than any other magazine. 
Where we give them the Best Fic- 
tion, you should give them the 
Best Facts about your goods. 


Do You Use Cosmopolitan to the Limit? 
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President Roosevelt on Food and 
Drug Legislation 


The importance of a revision of 
the food and drug act, from the 
standpoint of the administration, 
was emphasized by the special mes- 
sage on that subject which Presi- 
dent Roosevelt sent to Congress on 
March 22. The message was highly 
significant to advertisers interested 
in proposed legislation amending the 
present act or substituting a new 
statue, as much because of its omis- 
sions as because of what it con- 
tained. 

For one thing, the President did 
not endorse any one particular meas- 
ure as that especially favored for 
passage by the administration. This 
was decidedly noteworthy in view of 
the conferences held with him just 
before the message was written. It 
had been assumed in some quarters 
that the Copeland bill was regarded 
as the official administration meas- 
ure, but this can no longer be re- 
garded as a fact. Apparently the 
President wants a new law, but he 
is not greatly concerned as to which 
of the several bills now pending is 
passed or whether the best features 
of all are included in a new 
measure. 

Another noticeable feature of the 
President’s message was the lack 
of emphasis on the advertising 
phases of food and drugs legislaton. 
So much attention has been given 
to the declared necessity for more 
rigorous control of advertising by 
proponents of the legislation that 
the chief objective of insuring the 
elimination from the market of 


adulterated and otherwise objection- 
able products of chiseling manufac- 
turers had been almost forgotten. 
The President’s discussion, in which 
he recommended merely including 
advertising within the scope of the 
law, tended to clarify the attitude of 
the administration on this subject. 

It may be assumed, then, that the 
administration wants a new law, and 
that it wants to have advertising of 
foods, drugs and cosmetics super- 
vised along with their labels. Be- 
yond that the field is wide open for 
the enactment of a measure which 
will serve the purpose, but will not 
impose undue hardships on legiti- 
mate manufacturers who are hon- 
estly striving, both in the manufac- 
ture and distribution of their prod- 
ucts, to render a worth while service 
to the public. 

With this in mind, those who have 
been reluctant to submit to stringent 
provisions of proposed laws which 
may represent too great a degree of 
supervision and regulation of adver- 
tising copy, and too great penalties 
for minor infractions of general ad- 
vertising provisions of the law, may 
be able to discuss the legislation 
with the assurance given them by 
the expressed sentiment of Presi- 
dent Roosevelt. The message serves 
a useful purpose in indicating the 
administration policy, and in freeing 
discussions of specific measures 
from implied endorsement of the 
White House for this, that or the 
other particular formula for adver. 
tising supervision. 


}The Other Side of Contests 


The contest as an advertising de- 
vice is being used so generally at 
present, and its obvious advantages 
have been so well accepted that it 
may be worth while to call attention 
to the other side of the picture, and 
to note the limitations and disadvan- 
tages inherent in the use of this 
method of attracting public atten- 
tion. 

For one thing, it should be remem- 
bered that while the contest gets 
enormous attention from those inter- 
ested in participation, its value in 
building sales among the large sec- 
tion of the public which is not re- 
sponsive to contest appeals is greatly 
if not entirely eliminated. That is, 
the publicity value for the product, 
because of the emphasis necessarily 
laid on the contest proper, is lost in 
large measure, and must be made 
up for in some other way. 


When the contest involves pur- 
chase of the product as a require- 
ment for participation, immediate 
sales results may pay the costs in- 
volved, and may compensate for the 
lack of general publicity value of 
the advertising. Furthermore, this 
method provides an effective means 
of sampling, as regardless of the 
motive which inspires the purchase, 
actual use of and familiarity with 
the product tend to promote repeat 
orders if it proves to be satisfactory 
in quality and price. 

In the case of contests where use 
of the product is not a primary re- 
quirement, and where general inter- 
est alone, stimulated through con- 
test publicity, is the chief advan- 
tage, it might be well to check off- 
setting factors to determine whether 
the method is likely to be profitable 
under those conditions. 


BUT WHAT IF THEY SAY "NERTS" OR "ERTSNAY"? 


SALTED AND ROASTED 


VUES 


oe 


—— 


got to make them say ‘Hinkle's nuts to you 


—The New York American. 
"We must not be satisfied with the public saying ‘Nuts to youl’ We've 


Smith Goes Into Further 
Detail on Mail Rates 

To the Editor: It was very inter- 
esting to read in the March 16 issue 
of ADVERTISING AGE Mr. F, W. Kufer’s 
answer to my recent letter that ap- 
peared there. 

I appreciate fully that the govern- 
ment is encouraging wide distribu- 
tion of educational matter by mail, 
and I believe I have heard on many 
occasions that second class users 
claim that the big bulk of second 
class mail is educational and there- 
fore should carry a very low rate. 
If that is true, why doesn’t the gov- 
ernment subsidize directly second 
class mail and not throw it in with 
other classifications of mail and ex- 
pect the business mail users of the 
country to carry the huge second 
class deficit? I do not believe that 
the Post Office Department was ever 
created to make money for the gov- 
ernment. Its function is purely serv- 
ice to the people, but why in the 
name of common sense don’t the sec- 
ond class people give the order a 
chance to prove itself one way or the 
other? This order is just beginning 
to show what it can do. Give it time, 
and give it a fair trial. 

So many misleading statements 
have appeared in newspapers con- 
cerning the use of this regulation 
that the National Council of Business 
Mail Users, of which I am a mem- 
ber, has made a survey among the 
business mail users of Chicago. The 
results of the first survey were as 
follows: 

1. Many small merchants and 
manufacturers who have never spent 
a dollar for newspaper and direct 
mail advertising, have been encour- 
aged to make their first investment 
in advertising through this new fa- 
cility provided by Order 6338. 

2. It is stimulating the sale and 
distribution of goods through every 
channel. 

3. It is benefiting the manufac- 
turer and merchant who uses it, as 
well as the printer, the paper manu- 
facturer, the envelope manufacturer, 
the printing ink manufacturer, and 
their employes, whose product or 
service is used in the production of 
the advertising matter distributed. 

4. It is producing additional prof- 
itable revenue for the Post Office 
Department. 

Frankly, I can’t see why it is that 


Voice of the Advertiser 


first, third and fourth class mail 
users should calmly swallow a rate 
situation under which they are pe- 
nalized by a subsidy of $77,000,000 
annually granted to second class 
users. I realize perfectly that if sec- 
ond class postage rates are increased, 
it will slightly increase the cost of 
our advertising in those publications, 
but at the same time if second class 
rates are increased and if that de- 
creases the deficit in second class 
considerably, then there is a much 
better chance of our getting back the 
two cents an ounce rate on first class 
mail. 

Recently, our firm has tested in 
four different cities the use of Order 
6338. Two of our tests came through, 
and two of them flopped. However, 
I am now testing 16 different cities 
and I am in hopes that some of these 
cities will come through for us. 

I would like to point out for Mr. 
Kufer’s information that the delivery 
of first and second class mail is never 
held up by the Post Office Depart- 
ment. As a matter of fact, actual 
tests made show that second class 
mail gets much better service than 
first class mail. I wouldn’t worry, if 
I were Mr. Kufer, about pieces of 
mail being delivered under Order 
6338 holding up the delivery on first 
and second class mail. First and 
second class mail is always given 
the right of way, whether it is when 
the pieces are handled at the receiv- 
ing office or the distributing office. 

A few years ago, the National 
Council of Business Mail Users ap- 
peared at a postal hearing before 
the Interstate Commerce Commission 
on the possibility of lowering parcel 
post rates. At that hearing the Coun- 
cil pointed out in many ways the 
fallacy of the present cost ascertain- 
ment system of the Post Office De- 
partment and actually proved that 
fourth class mail was showing the 
government a profit, yet the Council’s 
figures were not allowed. If the Post 
Office Department could see its way 
clear to immediately lower the first 
class rate to two cents an. ounce, 
lower the third class rate to two 
ounces for one cent, and if they 
would put parcel post rates back 
where they were in 1924, I believe 
that the increase in volume would 
justify these lower rates. But at the 
same time, I think that some kind 
of an adjustment should be made on 
second class rates, for the loss dur- 


ing the last ten years on second class 
has been too high, and that means 
of course that the rates on first, third 
and fourth class must be kept up in 
order to offset the second class 
deficit. 
J. A. Smiru, Jr., 
Advertising Manager, Frank E, 
Davis Fish Company, Glouces- 
ter, Mass. 
vv¥sey 


Opposes Proposed Change 
in Regulations of FACA 


To the Editor: Enclosed you'll find 
copy of a letter to Joseph H. Choate, 
Jr., regarding proposed FACA regu- 
lations prohibiting use by members 
of the distilled spirits industry of all 
forms of cooperative advertising, ex- 
cepting only the listing of dealers’ 
names in advertisements placed and 
paid for by manufacturers and the 
giving of inexpensive advertising 
novelties that are not imprinted with 
dealers’ names. 

The effect of these regulations 
would be to limit the industry to 
advertising mediums that only big 
corporations with large advertising 
funds can effectively employ, such 
as the large daily newspapers and 
national magazines, and would thus 
operate as a destructive force on 
small manufacturers who cannot 
compete for lack of funds in this 
narrowed advertising field. 

It doesn’t take two guesses who 
is behind these proposed regulations. 
Probably no more than half a dozen 
of the very large distillers have any- 
thing to gain from the regulations 
proposed, and it must be they, there- 
fore, who are trying to put them 
over. 

We are asking Illinois representa- 
tives in Congress promptly to go on 
record with the FACA as opposing 
monopolistic restrictions of this or- 
der, as against the interest of a ma- 
jority of the trade and the consumer, 
as well as purveyors and producers 
of advertising materials affected. 

FRED WELLMAN, 

President, Distilled Products, Inc., 

Chicago. 

[Editor’s note: Mr. Wellman’s let- 
ter to Mr. Choate says in part: 

“In this week’s issue of ADVERTIS- 
Inc AGE there is a recapitulation of 
the extent to which various forms 
of cooperative advertising are em- 
ployed by the electrical household 
appliance industry. No onus at- 
taches to any of the manufacturers 
using these forms of advertising nor 
is their use regarded as unfair com- 
petition. 

“The employment of various forms 
of cooperative advertising in all lines 
of trade has hitherto been approved 
as denoting enterprise in merchan- 
dising. Frequently such forms of ad- 
vertising are about the only effective 
method available to small manufac- 
turers in competition with big cor- 
porations with advertising funds 
large enough to make effective use 
of large newspapers and magazines. 

“Since no moral turpitude attaches 
to the employment of any among the 
long used and established cooperative 
advertising practices, why the pres- 
ent attempt to rule them out in the 
distilled spirits industry?”] 


7 7.2 
From Alaska 
To the Editor: I believe you will 


be interested in seeing this North 
Pole Barber Shop ad from the 


The North Pole 
BARBER SHOP 


THE NORTH POLE IS OUR BARBER POLE 


Farthest North Collegian in Alaska. 
The copywriter took advantage of his 
environment and flair for humor to 
build an ad that gave us quite a 
smile. 
E. Larry JARDEEN, 
The Condon Company, Inc., 
Tacoma, Wash. 
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Thousands of people have read your 

newspaper and magazine advertis- 

ing and decided to buy your product 

“the next time they go shopping.” 

And now, here they are—cars parked 

—doing their shopping. But— “Where 
is your dealer?” 


fener 


_ SEARS 
ROEBUCK 
AND CO. 


Hsin year you invest thousands of dollars in newspaper 
and magazine advertising—to create in people a desire to 
buy your product. And that is, of course, as it should be. 4 But 
obviously consumer desire—alone—is not sales. {Obviously 
consumer desire, to result in sales, must be followed by con- 
sumer action. 4 Electric sign advertising—at the point of sale 
—forces consumer action. 4 Electric sign advertising—at the 
point of sale—reminds people both night and day of their 
desire for your product at the right time—while they are on 
the buying path—brings them into your dealer's place of 
business, to buy. 4 And electric sign advertising—at the point 
of sale—“‘carries on” for you during the interval between 
your newspaper and magazine advertising campaigns. 4It is 
the connecting link between your desire-creating advertising 
and your dealer's place of business—the way to maximum 


Here, dealer electrical advertising 
answers that question for these self- 
same shoppers—reminds them of their 
desire for your product—at the point 
of sale! Result, increased sales and 
profits for your dealer—and for you. 


returns on your newspaper and magazine advertising dollars 
—for your dealer and for you. GProve it yourself! Check 
back over your own retail purchases. How many times has 
an electric sign determined where you made your purchases? 
How many times has an electric sign guided you into a deal- 
er's place of business? And how many times has an electric 
sign reminded you of your desire to purchase certain prod- 
ucts—reminded you at the point of sale? 9 Ask your associates 
the same questions. Get their answers, too. Then—since it’s 
sales you want—why not back up your newspaper and mag- 
azine advertising with point-of-sale electric signs for your 
dealers? QAsk for recently compiled data on how other 
important advertisers are profiting from Federal point-of- 
sale electric signs—how you, too, may obtain maximum re- 
turns on your newspaper and magazine advertising dollars. 


FEDERAL ELECTRIC COMPANY, INC. 


CLAUDE NEON FEDERAL COMPANY 
225 North Michigan Avenue, Chicago, Illinois 


BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS 


po FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
* | CLAUDE NEON FEDERAL CO. SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 


NEW ORLEANS PHILADELPHIA ST. PAUL 


“KR NATIONAL SIGN SERVIC 
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70 Dailies to Carry 
Mavis Talcum Story 


Advertising in 70 daily newspa- 
pers in the principal population cen- 
ters will be inaugurated for Mavis 
talcum the middle of April by V. Viv- 
adou, Inc., New York, to continue 
through the summer and into the 
fall. The list represents an increase 
of 100 per cent over the number of 
newspapers used in 1934. 

Copy will point out the differences 
in quality of high grade talcum pow- 
der and the many cheap substitutes 
which have flooded the market in re- 
cent years, according to the company. 
Differing from the company’s adver- 
tising of the past few years, the 1935 
copy will emphasize the necessity for 
discrimination in the selection of tal- 
cum powder to be applied to the skin. 


Wilson & Co. Change 
Sales Promotion Set-Up 


The sales promotion, advertising 
and publicity activities of Wilson & 
Co., Chicago packers, have been con- 
solidated into one organization to be 
known as the sales promotion depart- 
ment, under general supervision of 
J. A. Hamilton, sales manager. 

Advertising will be handled by 
Don Smith, who has been with the 
concern for several years, and who 
formerly managed the company’s 
branch at El Paso, Tex. Ted Tod, 
who directed publicity for the com- 
pany and its exhibit at A Century of 
Progress exposition in 1934, will be 
in charge of publicity. 


Extra! Consumer 
Attempts to Buy 
Abbott Display 


(Picture on Page 31) 


Chicago, March 28.—Based upon 
actual photographs taken of halibut 
fishing scenes in North Pacific wa- 
ters, a window display recently dis- 
tributed by Abbott Laboratories, 
Inc., North Chicago, to advertise 
Abbott vitamin products, has at- 
tracted wide attention from drug- 
gists and the public throughout the 
country. 

Every effort was made to make 
the fishing scenes authentic, even to 
the rigging of the boats and the type 
of slickers worn by fishermen. Pic- 
tures taken last summer by Charles 
S. Downs, Abbott advertising man- 
ager, were utilized for this purpose. 

The display is in three sections, 
each depicting a step in halibut 
fishing. Green and blue lights were 
used to secure a romantic, eerie ef- 
fect. By use of a set-back tech- 
nique, a three-dimensional illusion 
was obtained. 

Typical of interest shown in the 
display was an incident reported by 
a Detroit druggist. An elderly man, 
who explained that he was a life- 
long collector of ship pictures, of- 


fered him $50 for the Abbott dis- 
play. He was told it was not for 
sale, but that he might have it free 
of charge when the display had 
served its advertising purpose. 

The idea for the display was orig- 
inated by G. Edgar Sweetnam, man- 
ager of the Chicago office of E. F. 
Schmidt Company, Milwaukee, offset 
lithography, and was worked out in 
cooperation with Mr. Downs. The 
art work was executed by Andrew 
P. Olsen, of the Schmid Studio, Chi- 
cago. 


Brewers Invite Agencies, 
Artists, to Draw Posters 


All advertising agencies and artists 
engaged in the advertising of beer 
have been invited to take part in a 
contest to design a poster symboliz- 
ing “The Art and Science of Brew- 
ing,” by the Master Brewers’ Asso- 
ciation of America. The best poster 
will be used to publicize the asso- 
ciation’s convention at the Nether- 
land Plaza Hotel, Cincinnati, Oct. 6- 
10. 

Entries should be sent to A. E. 
Beach, Littleford Bros., 451 E. Pearl 
St., Cincinnati, not later than June 1. 


Johnston Moves 


The Lyle T. Johnston Company, St. 
Louis advertising agency, has moved 
to new quarters in the Lesser-Gold- 
man Bldg., 1706 Olive St. The com- 
pany’s new telephone number is 
Chestnut 3799. 


“TOUCH CONTROL” 
THEME DOMINATES 
NEW ROYAL DRIVE 


1935 Portables Get Radio, 
Magazine Support 


New York, March 28.—Heralding 
the inclusion of an exclusive Royal 
feature, “touch control,” in its 1935 
Royal portable line, the Royal Type- 
writer Company has placed the driv- 
ing force of an extensive magazine 
schedule behind its new product, fol- 
lowing an initial radio announce- 
ment early this month. 

Touch control, consumers are being 
told, was developed to permit the 
user to regulate the tension of the 
typewriter keys instantly and vis- 
ibly. Now, the Royal portable can be 
adjusted to the individual typing 
touch of everyone who operates it, 
regardless of age, sex, or physique. 

To announce the new Royal port- 
able with touch control, Wesley H. 
Beckwith, Royal advertising man- 


ACCOUNT EXECUTIVE: “This 
advertisement must be in the 
hands of every daily in the 
country in 48 hours. How can 


we do it ?”’ 


THIS is the pattern. And on the right is the electrotype — one of many 


Rapid can.” 


others from this pattern, all of highest quality, all produced rapidly. 


RAPID — at the center of 
population—studies 
transportation closely. 
Knows the quickest way 
_ of getting electrotypes to 

destination. An electro- 
type can leave Cincinnati 
at 3:56 p. m. and be in 
Los Angeles at 6:45 a. m. 
(Pacific Time) next day! 


Here is the building that houses the newspaper 


that carries the advertisement on the electrotype 
that left Rapid’s plant less than 18 hours before. 


PRODUCTION MANAGER: “T’ll 
rush the pattern to Rapid. If 
anyone can save our necks, 


the sherlesl way 


FROM PATTERN TO PAGE 


Half an hour later the pattern is on its way to Rapid. 


CINCINNATI 


BELOW — And here we are at the Rapid plant. Largest 
in the world. Capacity more than 
1,000,000 square inches of elec- 
trotypes daily ... equal to a 
2,770-page newspaper. 


And here — the following afternoon — a reader is enjoying his paper, reading 
and heeding the advertisement that the agency executive was afraid wouldn’t 
get there in time! 


Tlie 


LARGEST PLATE MAKERS 
IN THE WORLD 


ELECTROTYPE Cé- 


ager, and Hanff-Metzger, Inc., the 
company’s advertising agency, de- 
cided upon a wide selection of maga- 
zines. 

Among these were Collier’s, Es- 
quire, Literary Digest, and Saturday 
Evening Post. Newspaper readers 
were reached with This Week, color- 
gravure Sunday newspaper maga- 
zine. 

As a supporting campaign, smaller 
space is being used in American Boy, 
American Girl, Boy’s Life, Grade 
Teacher, Grit, Instructor, Modern 
Mechanics, Pathfinder, Popular Me- 
chanics, Popular Science, Scientific 
American, Scholastic, St. Nicholas, 
and True Confessions. 


Radio Program Used 


To provide a background of sus- 
pense, as well as to concentrate at- 
tention on the initial announcement, 
giant telegrams were sent to all 
Royal portable dealers urging them 
to listen to a special coast-to-coast 
broadcast over 31 CBS stations Mon- 
day, March 4. 

Nothing was said about the precise 
nature of the broadcast, other than 
that it was a means to greater profits 
during 1935, and that a new Royal 
portable was to be announced. 

In the radio talk, designed to in- 
terest both the dealer and the gen- 
eral public, William A. Metzger, man- 
ager of Royal’s portable sales divi- 
sion, outlined the past record of 
Royal in the portable field, the com- 
pany’s pioneer work with color, duo- 
tone coloring, blending, its introduc- 
tion of Vogue, the distinctive type- 
face for personal correspondence, and 
the Duo-case, a perfected carrying 
case for portables. 

Then he summarized the outstand- 
ing features of the new machine, and 
the plans behind it that were des- 
tined to make it a sensation. 

Talking slide films explaining the 
feature of the new Royal portable are 
to be shown throughout the United 
States at meetings of dealers, as a 
follow-up to the radio talk. 


Introduce New Gadget 


A further feature of the campaign, 
an ingenious new precision instru- 
ment known as the Touchmeter, has 
been developed by Royal to center 
attention on touch control. 

This device, in the shape of a type- 
writer key, registers automatically 
the finger pressure exerted in typing. 
Using it, the dealer can quickly de- 
termine the exact tension to which 
to adjust the keys for each customer. 
In windows and on counters, it is 
said to be creating keen interest. 

To concentrate attention upon the 
dealer, window displays have been 
provided, as well as local newspaper 
campaigns in mat form. Blotters 
and folders are:also being supplied. 
All feature the touch control theme. 

Royal has estimated the market 
for portables as comprising every lit- 
erate family of sufficient income to 
justify a $49.50 purchase. Roughly 
it has been put at 7,000,000 persons 
annually, including authors, profes- 
sors, grammar, high school, and col- 
lege students. 


M. L. Ham Buys 
Boston Agency 


Maurice M. Osborne, Advertising, 
with offices at 925 Park Square Bldg., 
Boston, became Mason L. Ham, Ad- 
vertising, as of March 18. 

Mr. Ham has been associated with 
Mr. Osborne for the past three years 
and before that was a copywriter and 
account executive with the H. B. 
Humphrey Company, Boston. He 
had previously served on the news 
and editorial staffs of the Boston 
Herald and the Providence Journal. 

The offices of the new agency, 
which will continue to handle the 
accounts formerly handled by the 
Osborne agency, will remain in the 
Park Square Bldg. 

Mr. Osborne on March 18 joined 
the Boston Blacking & Chemical 
Company, Cambridge, Mass., a client 
of the agency in both its present and 
past forms. 


“Mercury” Appoints 
The American Mercury, New York, 
has appointed F. E. M. Cole & Co., 
Inc., 75 E. Wacker Drive, Chicago, 
as Midwestern advertising represen- 
tative. 


Picks Chapin 
Arthur Chapin, Boston, has been 
appointed to represent Review of 
Reviews in the Boston and New Eng- 
land territory. 


x 5d ot Gn te cod ae Ee (nce ; 5 a = = es Se cee. S i 1S ee ae a a Z no 3 = : er ae rt 
SE A? SSSA 1 A A ht estates A NE 
fn ———____—_. 

eee | 
- —— | | | 
: a | 
Cte : a 
Been | 
POET one 
aa RN Av at 
pedis | ee 
panes silted | 
ead 
et * ao } * 
Noy oes oe 
oo 
Epis 
eer 
7c he cea 
- See 
ie 

k Ser 

eran 

pe ee | | 

a Der aa <; 

abe ee 
Bi cps Hees 
pena a 
‘i PS Re iy I | | 
anes com emma ennmmmaamamamaaceaal 
argane rs ag 
sf 
regia Be gi 
t, ao per i 
a coal ay > 
iia es, ‘ 
SE Reis fh A, 
: Reet Sy he wt - “ae H * a bl ) “S ike eg agin ne 
i 7 eee ay ee ic Sok se oy k yee 
a oe >: ge” oe ae BS - bee 
os eee cs > ne le ioe E , «) : 
er 7 ee Bees pa 7 F “4 yy 4 
73 is Se %. pe 4 * ee 
: ; ces, : HS . 4a? j ee 
=, ae x NA Seek. “pS " —— in by . 
. cam, ° —z 060 Py : — yy, 
erty ae eB ee ta — Y +h ; 
Sree Bey a zene mi ey weg & ‘ = rx RU 
up di 7 i ARR . ree ere. zs | 
on re Pie Ge weeeiaeded, Fateh SON: ee Ree i Y oy 
eee be Wiper A 4, ret vy amc 8 . Ses oa jp. Rs. = , 
ee cee: ae ee Racha ee = % aoe : jb 2 ow) ; 
2 aie ea oe Bee poe nr eee ’ ; wa es y, 4 2, , i 
Paton 4. ee “ ee Jt / 4 
WA pa Ro. ‘- al ae eae = ee ge 4 mS 7 
ha ae : : ~“ ae oe a Be Y weet Ming A = : 
etek a aii epee ct ae ela . * tg ; | "hheey ; Oe 
: eae > Tee * , eo atel Sti, Ry “as rae 
to eae - : 
Yaar. Mh ‘ Ce is 4 
a ge es (9a.m.) ea eee ee 
ing ne Seer ; pega Stas | aan Pst 
<a i a | 
iS aaa ~~ j 
ars a5 | 
| eae moet omy ¢ ‘ 
eee oe OE he — 
pete ER ASTI TOD WCW UWB R 
: a: a Ay ae : ‘ 
: rent ene te WV) ao 
on athe a 1 ag e 7 
Pi Sra neil heal . ROL eae es 7 
4 — — os 5 js me 
eres ie > | N beds oa ee. al “ 
is ee ies; a be ~~ ip = 40 TS, Th 
ae = » & f 4 ja ~ ba |2s ; ; ty 
aa } i. fe a + > "hy; "Pp Ee , f a 
; — ee > eee aaa THis 1G, ee ie | ead | ' == 
‘ sa > = . Ss = — o> peek 4 », Mere ’ j } ae 
ee — = oe BS ys .. pe. ed % es 224 en) 
‘ Sis <5 —S - Iga . a oe aes | Cree Emp 17 4 | 
fis a a e “<e; ya < z a. ak ae Os SRE cone a a {| j 
ie: oa pe Ci: eae ee Se > =a . Z 4 ¥ ee) 7 ia Bie» oe — La bee Ly om . 
ie a el ea SP ae — "ed, = ~— ‘5 Pie ae ee - Ree mi 
ae ee a ay TOE) CE amime: 2 Ree Whe oP 
bot, ae. ae TOS eee eee ; ‘gery ‘remeber d onteal a 
MIS, Ree pe a 2 a QS eae ‘ 7S 
ye oP rae =a . = — =the ee ee mae 
Ren 2 ee ‘4 ¥ » Sd < s ee oe a 
wee 7 a _ _ Ne sete aaa 
sips 25 “ ee ee 
ee a ‘ liye 
Le P Ka ( 2 | 
ay aba Se, 7 Ss GF * a > 2 Lseiige 
4 SS ail si ce 4 M : ; : 
: — : 7 aad ” on ’ 
7 1] —— ~~ ae ae ; i a | 
a. ee ane, Gee ; £ S aoe 
_ ei> ® \ 3 € ee 4 pd J | 
NS Gad ig J ’ | 
* ah ( A 3 aS ‘i itt 
*. Sa ~~ og Me. wl | eS 
on ° Mae > ' Y, — a 
Ne i oe, — p 
| ay - ee 
“ es ee age 
— r , ‘ F — } 
Po 
; 
i p ee | 
j . = > ecm, 
ptt = eo oa — Sires Kee 9 
1 al ’ ais! . ~~ ~ 
= -. y a serv ey 
: hcg warren: S 2 ee "igi 
| ; bat | OO eee 
5 UE Se ss’ Wath o 
‘ =e & ‘ .é i han BRANCH OFFICES: 
’ ._. 4 
(ttt a7 4 : F] NEW YORK 
; 5 ; CHICAGO PC 
| i ' ae 
° ee ATLANTIC ELECTROTYPE & STEREOTYPE CO., 228 E. asth Street, New York 
; 7 ; ’ Beata a ae RIN i cca 5 gi ie We ma peas aes ate o Sry ee ries eee es ee Se iret tes see aa, Sees oe is 64-2 2 Reed ae a aan pre Us 
Ree ee ee ee ee pri g A SSREM, <=. sng Bee ot Le oor ghar Se ag va eer Oe eer So Te ee Poe eee eee te ee tata DNR Gs ee ee ee es Waa Wins since e, ee es ie 
oe: Pe re ee eC ee i os Sede Lhe ky tr eg x? RE wi meg eee RR ee ge 1 eee eee Pa Role ee PR a aa ee MR CES gee pT Re 37 rer 
sa 2 a Ta Sige i a haere ar eM 5) Seal Oa ee Eo tg tS MRC a Te a 

A cer SIRE” 6, nein 8S 2d ic a acy ge NSS) lO OC eM, Lr ota kk rs yep ae A Nike ae ie ee gS i mesh 2 Stee pee athe ci ae cil pA DTN Bia ig tela ERR! aul al Dea ge 

ee a eh ee Fee easaeii - ee og era tet mice) Nt Se roy my Ch Ge a CT oc NS hig IM an) a leg AS CE tole el cm aa) he amae geht (8S Se Ne i aR a a er pia nay te et age ile SMe een cae 


March 30, 1935 ADVERTISING AGE 13 


she diked we!" 


That significant statement about a department store 


salesperson who gave good service to a TOWER house- 


Mrs. Edwin F. Laurin 
TOWER HOUSEWIFE . . “- : 
$100 Second Prize Winner Wife reader is, so Mr. Karl Egge, Publicity Director of 


~. Bloomingdale’s, says: “One of the most eloquent sermons on how to 
sell merchandise” that he ever read. It appeared in one of the 82 letters 
recently selected by Mr. Egge to share $1,000 in prizes offered TOWER 
readers for stories of friendly service in department stores. 
Such revealing stories! Filled with human drama! Glorifying the 


friendly salesperson and her function in building new customers for 
Interested manufacturers may see a tran- 


script of 82 prize-winning letters and an = the store and more important than all, of course, giving a clear-cut 
occupational breakdown based on reader 


data submitted with letters. Address —_ picture of TOWER’S housewife reader . . . an active buyer making 
Research Editor, Tower Magazines, Inc., ; : : 
Fifty-Five Fifth Avenue, New York,N.Y. | important purchases in leading department stores all over the country. 


PRIZE LETTERS TELL SALES INCIDENTS ABOUT THESE RECENT PURCHASES: 


PURCHASE STORE CITY PURCHASE STORE CITY 

Hat Bloomingdale Bros. New York Baby Malted Milk R. H. Macy & Co. New York 
Coat Bonwit Teller & Co. New York Leather Hat Box Mark Cross Co. New York 
Baby Layette Carson, Pirie Scott & Co. Chicago Complete Wardrobe May Co. Denver 
Curtains for Whole House C. E. Chappell & Sons, Inc. Syracuse Complete Wardrobe Neusteter Co. ~~ Denver 
Children’s Hose Davison, Paxon Co. Atlanta 3 Dresses Oppenheim Collins & Co. Brooklyn 
Sheets and Pillow Cases Emporium Mercantile Co. St. Paul Complete Outfits for 2 Boys J. C. Penney & Co., Inc. Jeannette 
Beautyrest Mattress The Fair Store Co. Cincinnati Evening Gown Rike-Kumler Co. Dayton 
Baby Clothes Fantl Bros. Co. Yanktown Peds Rorabaugh D. G. Co. Wichita 
Knitting Yarn Marshall Field & Co. Chicago Fur Coat Russek's New York 
Shoes Franklin Simon & Co. New York Children's Shoes Smith-Kasson Co. Cincinnati 
Electric Refrigerator Frederick & Nelson, Inc. Seattle Evening Bag N. Snellenburg & Co. Philadelphia 
Towels Goldberg's Trenton Gas Stove Springfield Gas Co. Springfield 
Fabric for Dress Grondahl Bros. Red Wing Maple Breakfast Set Strawbridge & Clothier Philadelphia 
Baby Clothes, Junior Dresses The Halle Bros. Co. Cleveland Mattress Tuttle & Rockwell Co. Hornel 
Cannon Towels and Sheets Hearn Dept. Stores, Inc. New York Corset The Wallace Co. Schenectady 
Mother's Dress Higbee Co. Cleveland Baby Crib John Wanamaker New York 
Dress and Hat Kaufman Dept. Store- Pittsburgh Windsor Chair John Wanamaker Philadelphia 
White Evening Gown Kline's Kansas City Curtains for Whole House L. A. Witherill Syracuse 
Dress, Hat and Gloves Lord & Taylor New York Dress, Bag, Gloves and Hose Young-Quinlan Co. Minneapolis 


TOWER MAGAZINES, nc. 


NEW MOVIE e SERENADE e TOWER RADIO « HOME e MYSTERY @X 
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FACA Complaint 
Against Dant’s 
Copy Dismissed 


Washington, D. C., March 28.— 
Dismissal of the Federal Alcohol 
Control Administration’s complaint 
charging false advertising by the 
W. W. Dant Distilling Company, 
Louisville, Ky., has been announced 


by Joseph H. Choate, Jr., FACA 
director. 

The administration’s complaint 
charged that certain illustrations 


and text in the company’s advertis- 
ing conveyed misleading impressons 
to the liquor buyer, in violation of 
the false advertising provision of the 
Alcoholic Beverage Wholesale Indus- 
try code. 

Filing of the complaint had threat- 
ened the company with the revoca- 
tion or suspension of its permit to 
distribute alcoholic beverages at 
wholesale only. 

Mr. Choate explained that dismis- 
sal of the proceedings had been 
ordered, since the cause of action 
arose prior to the promulgation of 
the FACA’s false advertising regula- 
tions. 

The company filed a communica- 


tion from one of the executive offi- 
cers, outlining wherein it differed 
with the administration’s views re- 
specting the advertising in question. 

The FACA has not made the letter 
public, but stated that assurances 
were given that the copy complained 
of would not be continued, and that 
every effort would be made by the 
company to make its advertising 
conform to the advertising regula- 
tions. 

Administrator Choate has stated 
that in those cases where reasonable 
doubt existed whether particular 
practices constituted a violation of 
the code provision prohibiting false 
advertising generally, action should 
be withheld until after adoption and 
promulgation of regulations inter- 
preting the general code provision. 

In the event such practices are 
continued after these regulations 
have been clarified, he warned that 
“proper proceedings will be promptly 
instituted.” 


Brisacher Appointed 


Greenebaum, Weil & Michels, San 
Francisco, makers of Crown Middy 
pajamas and Crown army shirts, 
have appointed Emil Brisacher & 
Staff, San Francisco advertising 
agency, to direct a newspaper adver- 
tising campaign, to be released early 
in April. 


START CONSUMER 
EFFORT ON NEW 
BAKELITE RESIN 


New Base for Paint and Var- 
nish Is Introduced 


New York, March 27.—The final 
stage in the development of Bakelite 
synthetic resins in the paint and 
varnish field will be presented next 
Monday when the New York public 
will be told the remarkable story of 
these new products through a news- 
paper and radio campaign built 
around a big consumer demonstra- 
tion at Macy’s. 

Bakelite, the versatile industrial 
material sponsored for the past 
twenty-five years by the Bakelite Cor- 
poration, seems to have no limit to 
its possible uses, but its recent ap- 
plication to the paint and varnish 
field has been one of the most inter- 
esting and romantic. The drive for 
consumer acceptance now to. be 


| 


LOYALTY... 


pleases us—to programs rather than to stations... Why, 


then, do we tune in again and again on WOR? Why is 


it that WOR commands such listener loyalty? ...The 


answer lies in the quality and variety of WOR’s enter- 


taining and helpful programs. . . programs planned to 


please metropolitan audiences...And the number 


of our listeners has been greatly increased by our new 


50,000-watt high fidelity transmitter—serving, as 


it does, profitable NEW markets. 


BAMBERGER BROADCASTING SERVICE, INC, 


NEW YORK OFFICE: 1440 Broadway - - - 
BOSTON: James F. Fay, Statler Building 


NEWARK, NEW JERSEY 


WOA 


CHICAGO: Wm. 6. Rambeau Company, Tribune Tower 
* SAN FRANCISCO: Wm. 6. Rambeau Company, Russ Building 


NEW FINISH 


‘Furniture Finish Integrity 


is a Growing Demand 


ee ee ee 


One of the business paper adver- 
tisements being used in the new 
Bakelite campaign on its synthetic 
resins for paints and varnishes. 


launched follows a carefully devel- 
oped sales promotion campaign which 
has already resulted in widespread 
use of finishes containing Bakelite. 

The company has been advertising 
for some time to manufacturers in 
the paint and varnish field, more 
than 400 of whom are now marketing 
products with Bakelite content, iden- 
tified on the label. The next step has 
been directed to industrial and gen- 
eral consumers, and both groups are 
being told the advantages of using 
finishes which have durability and 
integrity built on a Bakelite con- 
tent. 


Using Motion Pictures 


The advertising is supported by 
the Bakelite research organization, 
which is providing technical assist- 
ance for manufacturers desiring to 
use Bakelite paints and varnishes, 
and by technical and general litera- 
ture dealing with its many applica- 
tions. A motion picture film, 
“Science Saves the Surface,” has 
been produced for Bakelite by Jam 
Handy, and this is being shown to 
paint and varnish manufacturers, to 
jobbers and dealers and _ various 
other trade groups. Salesmen 
throughout the industry will be 
given an opportunity to see the pic- 
ture, which has been built not only 
to emphasize the technical advan- 
tages of Bakelite-content paints and 
varnishes, but to indicate the broad 
applications of products of this char- 
acter. 

So much interest in the film has 
already been shown that eight prints 
have been provided. Alois Havrilla 
does the voice commentary in this 
picture. 

The New York consumer debut of 
Bakelite paints and varnishes has 
been planned on a scale which will 
insure unusual public attention. 
Macy’s is providing not only store 
displays, but demonstrations with its 
bureau of standards tests. Samples 
will be distributed in the store also. 
The newspaper advertising, plus a 
series of radio talks on WOR by AI- 
lan Brown, advertising manager of 
the Bakelite Corporation, will con- 
tinue while the demonstration is in 
progress. Macy varnishes and enam- 
els carry the Bakelite insignia on 
their containers. 


Much Industrial Advertising 


Bakelite has planned one of the 
most comprehensive campaigns thus 
far released to the industrial field in 
1935 through its drive for the use of 
its synthetic resins in paint and var- 
nish manufacture. Within the in- 
dustry which represents the primary 
market for these products full pages 
are being used in American Paint 
Journal, Drugs, Oils and Paints, 
Paint, Oil & Chemical Review and 
Paint and Varnish Production Man- 
ager. 

“Integrity” is the key word which 
is being used in many of these ad- 
vertisements. For example, in a 
typical piece of copy addressed to the 
paint and varnish group, “Furniture 
Finish Integrity is a Growing De- 
mand” starts the story, which con- 
tinues: 

“The excessive cost of refinishing 
furniture marred in shipment or on 


showroom floors is convincing many 
retailers that it pays to purchase fur- 
niture protected with quality fin- 
ishes. To meet this growing trend, 
furniture manufacturers require fin- 
ishes with the new high integrity 
made possible by Bakelite synthetic 
resins. 

“Good furniture requires a finish 
that is tough, yet free from any ten- 
dency toward brittleness, cracking or 
checking; one that is not softened 
by humid weather nor affected by 
hot dishes; a finish that has a high 
resistance to water, soap, alcohol and 
toilet preparations. 

“Finishes, lacquers and nitro-cellu- 
lose lacquers, based on Bakelite res- 
ins, provide furniture with a finish 
possessing a high degree of integrity. 
Their inherent properties resist the 
marring influences that so often nec- 
essitate refinishing when less resist- 
ant coatings are employed.” 

The second stage of the campaign, 
directed to consumers of industrial 
finishes, is now under way, and is 
undertaking to prove to manufac- 
turers whose products require paints 
or varnishes that they should specify 
Bakelite resins in these finishes. The 
advertising schedule in the indus- 
trial field consists of half pages in a 
list including Factory Management 
and Maintenance, Furniture Manu- 
facturer, Marine Engineering, Metal 
Industry, Motor Boating, Nation's 
Business, National Petroleum News, 
Oil and Gas Journal, Railway Age 
and Yachting. 

The industrial consumer copy 
specifies the exact applications to 
which Bakelite finishes are especially 
adapted, and makes the sales argu- 
ments unusually direct by dealing 
with problems which have been fa- 
miliar in industrial finishing for 
many years. 

In the copy in Nation’s Business 
and Factory Management and Main- 
tenance, the chief story is the avail- 
ability of the motion picture film. 
Manufacturers are invited to use the 
film in the education of their own 
personnel to the advantage of the 
new products sponsored by Bakelite. 

Because of the acceptance already 
won among the manufacturers and 
industrial users of Bakelite paints 
and varnishes, Allan Brown and his 
associates are confident that the New 
York consumer will show equal in- 
terest in the application of these in- 
teresting new products to household 
requirements. 


Names Jeffrey 
W. L. Jeffrey has been appointed 
sales promotion and advertising man- 
ager of Kelvinator Corporation. 


EXHIBITS 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TA N Kf Mail Advertising 


Service 


Booklet ** Brass Knuckles,’’ Free to Executives 
319 Fifth Ave., Pittsburgh, Pa. ATiantie 1290 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 
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LONG-TIME USER 


COMA 
HECKERS’ 


“Miss Mary Hugel, a picture of 
health now as at 20 months, thanks 
to Heckers' cream farina then and 
today," says this two-column news- 
paper advertisement which ran in 
New Haven last Friday. 


The Week's 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


March 31 
Campana Sales Company, for 
Dreskin. Renewal. “Grand Hotel.” 


Sunday, 6:30 to 7 p. m., EST. NBC- 
WJZ Blue network, using 27 stations. 
Originates at WJZ, New York. 
Agency, Aubrey, Moore & Wallace, 
Inc. 

April 1 

Pittsburgh Plate Glass Company, 
for paints and varnishes. New. “Mr. 
and Mrs.,” domestic skits featuring 
Georgia Fifield and Richard Le- 
Grand. Monday, Wednesday and 
Friday, 3:45 to 4 p. m., PCT. Colum- 
bia-Don Lee network. Agency, N. 
W. Ayer & Son, Inc. 

7, F 7 

A-C Spark Plug Company. New. 
World Broadcasting System drama- 
tized announcements. On twice a 
week, commencing April 1, over 
WFLA, Clearwater, Fla.; WJAX, 
Jacksonville; WOR, Newark; WRVA, 
Richmond; WEBC, Duluth; WSYR, 
Syracuse; WOWO, Fort Wayne; 
WCSH, Portland, Me.; CFCT, Vic- 
toria, B. C., and WMC, Memphis. 
Agency, D. P. Brother & Co. 

vv¥sey’ 

Horlick’s Malted Milk Corporation. 
Renewal and addition of stations. 
“Lum and Abner.” Monday through 
Friday, 7:15 p. m. EST. Mutual 
Broadcasting System, plus WTIC, 
Hartford; WEEL, Boston; WOAI, 
San Antonio; KNX, Los Angeles; 
KGO, San Francisco; WELL, Battle 
Creek; WIBM, Jackson, Mich.; 
WKZO, Kalamazoo; WFDF, Flint; 
WOOD-WASH, Grand Rapids; 
WBCM, Bay City, and WJIM, Lans- 
ing. Agency, Lord & Thomas. 


7, 9 F 
Robert A. Johnston Company, for 
Instant Fudge. New. “Painted 
Dreams.” Monday to Friday inclu- 


sive, 12:45 to 1 p. m., using WOR, 
WLW and WGN of Mutual chain. 
Agency, N. W. Ayer & Son, Inc. 


April 2 


Kleenex Company, for Kleenex tis- 
sues and Quest deodorant. New. 
“Mary Marlin,” dramatic sketch. 


Monday to Friday, inclusive. 11:15 
to 11:30 a. m., EST on CBS stations 
in Providence, Syracuse, Washing- 
ton, Baltimore, Boston, Buffalo, New 
York and Philadelphia until June 3; 
11:45 to 12 noon, EST, on other sta- 
tions. Thereafter on all 27 CBS sta- 
tions used from coast to coast at 
11:45 to 12 noon. Originates at 
WBBM, Chicago. Agency, Lord & 
Thomas. 


7 = 


Sterling Products, Inc., for Bayer’s 
aspirin and Phillip’s dental magnesia. 
Renewal. For Bayer’s aspirin, “Lav- 
ender and Old Lace”; for magnesia, 
“Melodiana,” with Abe Lyman’s or- 
chestra. Tuesday, 8 to 9 p. m., EST. 
Bayer’s aspirin, 8 to 8:30 p. m.,, 
EST, using 22 CBS stations; mag- 


nesia, 8:30 to 9 p. m., EST, using 
25 CBS stations. Originates at 
WABC, New York. Agency, Blackett- 
Sample-Hummert, Inc. 


April 5 


Strasska Laboratories, for tooth- 
paste. New. “Million Dollar Smiles.” 
Friday, 7:30 to 7:45 p. m.; PCT, on 
Columbia-Don Lee network plus 
KSL. Agency, Hillman Shane Ad- 
vertising Agency. 


April 6 


P. Lorillard & Co., for Briggs pipe 
tobacco and Muriel cigars. Renewal. 
“Briggs Sports Review of the Air.” 
Saturday, 7:45 to 8 p. m., EST. NBC- 
WEAF Red network. Originates at 


WEAF. Agency, Lennen & Mitchell, 


Inc. 


Crystal Corporation, for Outdoor 
Girl cosmetics. Renewal. “Outdoor 
Girl Beauty Parade.” Saturday, 7:30 


tions. Originates at WABC. Agency, 
United Advertising Agency. 


vv¥ey 


Shell Eastern Petroleum Products 
and affiliated companies, for gaso- 
line. New. Program name not de- 
cided. Saturday, 9:30 to 10:30 p. m., 
EST. NBC-WEAF basic Red network 
plus Northwest and Mountain groups, 
using 28 stations. Originates at RKO 
Hollywood studio. Agency, J. Wal- 
ter Thompson Company. 


April 7 


Ford Motor Company. Renewal. 
Ford Symphony Orchestra. Sunday, 


to 8 p. m., EST. CBS, using 17 sta- 


9 to 10 p. m., EST. CBS network, 
using 90 stations coast to coast. 
Originates at Orchestra Hall, De- 
troit. Agency, N. W. Ayer & Son, 
Inc. 


7, Vv F 
Dr. Pepper Company, for soft 
drink. New. “Pepper-Uppers.” Sun- 


days, 8 to 8:15 p. m., CST, using 
WFAA, KPRC and WOAI of Texas 


Quality network. Agency, Tracy- 
Locke-Dawson, Inc. 
vev¥sey 


Real Silk Hosiery Mills. Renewal. 
“Realsilk Program.” Sunday, 9 to 
9:30 p. m., EST. with rebroadcast at 
12 to 12:30. NBC-WJZ Blue net- 
work, using 24 stations. Originates 
at WENR, Chicago. Agency, Erwin, 
Wasey & Co. 


In the 


1935.” 


SOUTH | SY 


income—The Southern Farm Market. 
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“Since the outlook for domestic and foreign 
consumption of American cotton is favorable, 
it seems likely that the movement into sight 
will be inereased and income to the cotton 
farmer will improve. 


In view of these con- 


ditions, it seems that a more extended follow 
up sales campaign for the cotton growing 
states is advisable. However one should not 
expect any extraordinary sales developments 
in these territories until the latter part of 


—By Jules Backman and A. L. Jackson. 


Reprinted from March 1, 1935, issue of Sales Management. 


@ The quickest and most profitable way to influence the 


South’s purchasing is to go directly to the major source of 


Farmer, with its dominant coverage and influence, provides an 


Where Consumer Income Continues to Mount 


the 


Population 


And Progressive 


unequalled medium for reaching this prosperous market. 


Southern Ruralist 


gressive farmer 


Birmingham Raleigh 
250 Park Avenue, New York 


More Than 900,000 A.B.C. Net Paid 


Memphis Dallas 
Daily News Bldg., Chicago 


THE SOUTH’'S LEADING FARM-AND-HOME MAGAZINE 
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68% RURAL! 
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PAGES OF ADVERTISING 


(1st 3 MONTHS OF 1935—BASED ON PRINTERS’ INK WEEKLY FIGURES) 
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“LE MAGAZINES 


jazine is the real measure of every group 
CIRCULATION 


TOTAL NET PAID SECOND SIX MONTHS OF 1934 


| a cd 


NET PAID CIRCULATION 


—_ ® 
AS a group, the circulation of MODERN MAGAZINES has shown tre- 
mendous vitality. Each year this group has shown a very substantial 
gain and has consistently delivered a considerable bonus, over and above 
the guaranteed circulation rate basis. 


| But groups are still magazines and at no time have advertisers lost 
‘sight of the fact. that in buying groups, they are still buying individual 
/magazines. Therefore, the strength of the individual magazine is the real 
|measure of every group. Advertisers, in buying groups, have indicated by 
their overwhelming choice of MODERN MAGAZINES that they prefer 
to buy a group, each magazine of which they would have bought sepa- 
rately, group or no group. 


These records show the standing of the individual magazines in the 
group field. The test of total circulation and the amount of advertising 
carried by each magazine is analyzed, showing that out of six possible 
“firsts MODERN MAGAZINES have five. This is why MODERN MAGA- 
ZINES is the leading group in the group field ... “the only group composed 
petively of leading publications." 
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GROUP 
GROUPS and GROUP GROUP ROMANCE.FICTION 
MAGAZINES © SCREEN MAGAZINES RADIO MAGAZINES MAGAZINES 
Il Advertising | Circulati vertising | Circulation Advertisin Circulation 
| MA INES 
| Modern Screen. . ae First 
Radio Stors ed ERTL: RE First r 
| Modern Romances ied ; . ee ieee: See eaeewe eee | Third 
| 
_ LMACFADDEN WOMEN" , GROUP . 
Movie Mirror a ... Second Third 
goes Mirror é A SRO Gees UR. ail 
tue Romances... 
True Experiences eran Fourth 
Love and Romance ™ scnkovecbtiosteed i} Fifth 
FAWCETT WOMEN'S GROUP 
Screen Book Fourth Sixth 
Sereen Play. ccd p.. Third Seventh 
Hollywood... ....... me ee Ninth 
Radioland o c) CRS RS. ee Second 
ERR EE es ae il Fifth First 
|| LSCREENLAND UNIT 
H Silver Screen ; Ninth Second 
Screenland AL... Eighth Fifth 
| MOTION PICTURE UNI 
Motion Picture : Seventh | Eighth 
\ Movie Classic Seventh Fourth 
“a 
* TOWER MAGAZINES _ 
i New Movie ae a coc | 
EE Ae ae Third - Data) 
“a Serenade_ we " | a = errs Bs nee _. Fourth (No Dota) 
jome cluded because no comparable) 
Mystery Ps 


| MODERN ROMANCES MODERN MAGAZINES... . THIRD . 470,602 
True Experiences Me . Macfadden Women's Group Fourth. . 366,965 
Love and Romance . Mactadden Women’ site 2 Filth 230,866 — 


a! 
MODERN SCREEN + RADIO STARS * MODERN ROMANCES 


ee Smodern magazines 


Le 149 MADISON AVENUE, EW YORK. N. Y. 
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HOCKEY PLAYERS 
STAR IN TIMELY 
CANADIAN COPY 


Advertisers Feature News of 
Title Play-Offs 


Toronto, Ont., March 28.—Adver- 
tising in Canada has invaded hockey 
or hockey has invaded advertising 
to a degree never previously at- 


“1 CAN SHAVE FASTER WITH PALMOLIVE” 


cold weeer 
WILTS WHISKERS IN A MINUTE—eo wsising: 
LATHER STAYS FIRM 08 your face while 
STRONG BUBBLES MOLD MAIRS ERECT —mahes 
reghs ar the sks hae. 


+ pees 


Palmolive's tie-up took the form 
of a more conventional testimonial. 


tained in a country long famed for 
its interest in the ice pastime. With 
the spring world title play-offs being 
held, the Dominion’s interest in the 
sport verges on mania. 

Outstanding among Canadian 
commercial broadcasts, and _ esti- 
mated as drawing far greater lis- 
tener audiences than any other radio 
feature in the Dominion, is the 
General Motors of Canada series of 
play-by-play reports of National 
Hockey League games sent out over 
a national network. 


Newspapers, Magazines Used 


The radio series is considered to 
be drawing even more heavily than 
in former years. It was launched 
this season with a newspaper and 


ENO'S DOES ITS PART IN HOCKEY PLAY-OFFS 


WELL AWAY! 


TO THE PLAY-OFFSI 


Half-page newspaper advertisement that tied Eno's in with the 
Stanley Cup play-offs. 


national magazine campaign includ- 
ing four-color double-page spreads. 

An unusual feature this year is 
the fact that the climax of the series 
consists of a purely Canadian broad- 
cast originating in Boston. Canadian 
announcers went to Boston to cover 
the Boston-Toronto championship 
series, which began March 23, with 
the program being transmitted to the 
Canadian network and not used else- 
where. 


National Advertisers Tie Up 


At the same time, three national 
advertisers are using testimonial 
advertising with hockey stars out- 
ranking film stars for reader atten- 
tion, as far as Canadians are con- 
cerned. 

Palmolive is using a _ series of 
hockey players in connection with 
its campaign on shaving cream, 
while Eno’s Fruit Salt is running 
half-page newspaper copy depicting 
Canadian ice aces, Pullman-bound 
for Boston, insisting that Eno’s be 
aboard if they are to be in shape for 
the battle. 

In the latter case, the salts have 


A N N O U N 


C EM EN T 


MR. LORRY R. NORTHRUP 
JOINS THE 
CHARLES DANIEL FREY COMPANY 


ON APRIL 15ST 


AS VICE PRESIDENT 


with a background of twenty-one years of 
merchandising and advertising, in asso- 
ciation with Batten, Barton, Durstine & 
Osborn; Erwin, Wasey & Co.; The Crowell 
Publishing Co.; The Chicago Tribune. 


CHARLES DANIEL FREY COMPANY 


CHICAGO 


effervesced beyond the advertising 
columns. The fruit salts copy has 
been picked up by sport columnists 
as gag material, and editorial col- 
umns have been plentifully sprinkled 
with the product’s trade name. 


Philip Morris Also Active 


Third of the trio is Philip Morris, 
using large space after each game to 
single out the best player on the 
ice and reversing the usual slogan. 
Instead of “Call for Phillip Morris,” 
the slogan is “Philip Morris Calls—.” 
Art work and the general layout of 
the Philip Morris advertising is pre- 
pared in advance, including a car- 
toon figure of a hockey player skat- 

» ODY 

py" OF 


Sr ojAbP 


Philip Movris caus 


“HAPPY” DAY TO TAKE OUR BEST 
WISHES INTO THE PLAY-OFFS 


@ The Leafs come through with a 
droog taish to score two fast goals 
and hand St. Lowis thew most heart~ 
breaking defeat of this week. 


Captain Day at this point gets the 
long - deserved cheer for his fine 
leadership and brilliantly steady 
play throughout thes season. 


PHILIP MORRIS 


10 . 10 25 » 25 NAV y cuTs” 
How Philip Morris made capital of 
the hockey series. Their own man, 
none other than "Phil" himself, 
wired the copy each night. 


ing over a Philip Morris package. 
The figure is headless. After the 
game, a photographic head of the 
selected player is added, as well as 
a few paragraphs by “Phil” sum- 
marizing the game. 

The same system was used with 
great success last season by Im- 
perial Oil to introduce its 3-Star 
gasoline. In that case, the adver- 
tising series was headed: “3 Stars of 
Last Night’s Game.” Copy was 
wired after each game to all papers 
carrying the advertising. 

Like Philip Morris copy this sea- 
son, the 3-Star copy was scheduled 
to run on sports pages along with 
the news service reports of the 
same game. 

Philip Morris also has a man at 
the rinkside in Boston to wire back 
a story after each game for the next 


day’s cigarette copy. 


Perfume Makers 
Grant Boonto 


U. S. Tourists 


Washington, D. C., March 25.— 
Eleven foreign manufacturers of 
perfumes have filed written consent 
with the bureau of the customs of 
the Treasury Department to allow 
Americans returning from foreign 
travel to carry their products into 
this country. 

Entry of the product is contingent 
upon the enforcement of the regula- 
tion that the trade mark be obliter- 
ated or destroyed and that the bottle 
be opened prior to its release to the 
passenger. 

Only one bottle per passenger is 
permitted entry under the conditions 
of the agreement, which are basic 
with Section 526 of the Tariff Act of 
1930, dealing with trade mark regis- 
tration. 

The concerns which filed consent 
are Bourjois, Inc.; Caron Corpora- 
tion; Coty, Inc.; Houbigant, Inc.; 
Ariza L. Legrand, Inc.; Chanel, Inc.; 
Les Parfums de Rosine, Inc.; Roger 
and Gallet; Lanvins Parfums, Inc.; 
Guerlain, Inc., and Lionel Trading 
Company. 


Two Accounts for 


Redfield-Johnstone 


The American Drug Company, St. 
Louis, maker of Sinaseptic for the 
aid of sinus catarrh and other nasal 
disorders, has appointed Redfield- 
Johnstone, Inc., New York advertis- 
ing agency, to direct its advertising. 
Newspapers will be used. 

The agency has also been ap- 
pointed to direct the advertising of 
Fashion Garden, New York coutu- 
rieres. 


Promotes Durr 


D. D. Durr, for several years as- 
sistant to Harold R. Deal, advertis- 
ing and sales promotion manager of 
the Associated Oil Company, San 
Francisco, has been made assistant 
advertising and sales promotion man- 
ager. He will have headquarters in 
Los Angeles. 


Associated Oil 
to Repeat Grid 
Radio Programs 


San Francisco, Cal., March 28.— 
Repeating its policy of catering to 
the interest in football of millions 
of motorists, the Associated Oil 
Company will present broadcasts 
during 1935 of all principal college 
football games on the Pacific coast, 
for the tenth consecutive year. 

In addition to football, the com- 
pany has made arrangements giving 
it exclusive sponsorship of all main 
intercollegiate athletic events in this 
region, including track, basketball, 
rugby, crew, and baseball contests. 

During 1934, 320 stations were 
used to broadcast the football games. 
The schedule will be increased this 
year. The San Francisco office of 
Lord & Thomas handles the Asso- 
ciated Oil account. 

“The decision to broadcast Pacific 
coast football games in 1935 is due 
to the tremendous interest shown 
not only by Western motorists, but 
also by football fans, former stu- 
dents of Western schools, and par- 
ents of students in all parts of the 
United States,” P. E. Allen, domestic 
sales manager of the company, de- 
clared. 

The company will again urge 
Western motorists to “go to the 
games,” and will stress the fact that 
it provides the broadcasts for those 
unable to attend. 


New Firm Organized 


The Alfa Display Company re- 
cently opened offices at 419 Fourth 
Ave., New York. The firm specializes 
in creating ideas for counter and 
window displays. The telephone num- 
ber is Lexington 2-5189. 


Issues Report 


The Springfield, Mass., “Shopping” 
News” has published a booklet re- 
porting the results of a survey of 
reading and buying habits of fami- 
lies living in the trading area of 
Springfield. Copies are available 
from the publication. 


Two years ago, the market consisted of 
400,000 families. Today it embraces more = 
than 600,000 families — cream of buyers. 
NEWS-WEEK alone registered a cir- 
culation gain of 100% during 1934— 
achieving a guaranteed net paid cir- 
culation of 100,000 readers. 


Advertisers are in agreement that the news- — 
magazine field is the most productive adver- 
tising factor developed in the past decade. 


It is obvious on the basis of the above 
figures that the news-weekly field 
cannot be covered completly without 


the use of NEWS-WEEK. 
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1a the argument about? 


the Or, the Class B man may sell your shaving cream to Mr. 

hat 

ge P Brown, or your face powder to Mrs. Brown. You’rea 
oeoe - DO @ d vertiser wh O step removed from the actual consumer ; business papers 

.% bridge the gap. 

re knows advertising expects 

o ° There’s a man at the point of sale who must be told and 

“sh to ge ta | Ong wil t h out sold—so you go after him, efficiently and economically, 

through the business papers that he reads and respects. 
. BUSINESS PAPERS ° sie , 
‘e \ Business papers spread the news about your line—new 


of products, prices, or policies—before your salesmen can 
get around. Or they tell your customers how to sell more 


First we'll divide business papers into two classes. Class 
of your goods—and make themselves more money. .. . 


A, let’s say, includes papers addressed to an industry. 
Oil. Railroads. Lumber. Or lip-stick making. 


All right! rgument about? 
There’s no argument about Class A, is there? You want ight! What és the argument a 


to reach the president, or the P. A., or the advertising 
manager, or the chief engineer or chemist. He’s your 
consumer—you want to talk to him direct, at the least 
expense per talk. So you advertise in jzs business paper. 


E. ROSS GAMBLE, 


space buyer for Erwin, Wasey & 
Co., Chicago, who wrote the copy for 
this interesting analysis of business- 
paper values, has a national repu- 
tation as a keen student of mediums 
in all fields. He is a director of the 
Audit Bureau of Circulations, repre- 
senting the agency viewpoint in the 


A. B.C. 


Class BP That’s different. It covers the selling busi- 
ness, instead of the producing business. To this class 
belong papers that go to retail grocers, druggists, hard- 
ware dealers, or whom have you. 


Of course, the Class B subscriber may be your consumer 
—you may make soda fountains for drug stores. If so, 
it’s just another Class A problem as far as you are con- 
cerned. Business papers solve it. 


& THIS ADVERTISEMENT AND THOSE TO FOLLOW ARE SPONSORED BY THESE BUSINESS PAPERS 


Advertising Age (ABC-ABP) 
537 S. Dearborn St., Chicago 


American Lumberman (ABC) 
431 S. Dearborn St., Chicago 


> American Restaurant (ABC) 
5 S. Wabash Ave., Chicago 


Automobile Digest (ABC) 
22 E. Twelfth St., Cincinnati 


Bakers’ Helper (ABC-ABP) 
332 S. Wells St., Chicago 


Bakers’ Weekly (ABC-ABP) 
45 W. 45th St., New York 


Boot & Shoe Recorder (ABC-ABP) 
239 W. 39th St., New York 


Domestic Engineering (ABC-ABP) 
1900 Prairie Ave., Chicago 


Farm Implement News (ABC) 
431 S. Dearborn St., Chicago 


Hospital Management (ABC-ABP) 
537 S. Dearborn St., Chicago 


Hotel Bulletin and the Nation’s Chefs (ABC) 


Insurance Exchange, Chicago 


Jewelers’ Circular-Keystone (ABC-ABP) 
239 W. 39th St.. New York 


Laundry Age (ABC-ABP) 
330 W. 42nd St., New York 


Milk Plant Monthly (ABC) 
327 S. La Salle St., Chicago 


National Provisioner (ABC-ABP) 
407 S. Dearborn St., Chicago 


Paper Industry, The (ABC-ABP) 
333 N. Michigan Ave., Chicago 


Paper Mill & Wood Pulp News (ABC-ABP) 
1440 Broadway, New York 


Steel (ABC-ABP) 
Penton Bldg., Cleveland 


Welding Engineer (ABC-ABP) 
608 S. Dearborn St., Chicago 
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'] 


When there’s 


14 billion dollars’ 


worth of work 
to be done 


that’s a selling 


opportunity — 


and no foolin’, 


14 billions is a conserva- 
tive tabulation of the 
country’s needs for high- 
ways, sewers, waterworks, 
heavy structures, build- 
ings, grade crossings, 
flood control, power and 
gas plants, etc. Such are 
the figures given out by 
.the P.W.A. upon comple- 
tion of its survey of 
municipalities, counties, 
planning boards in every 
state in the union. 


Ample evidence that it’s 
smart strategy to be run- 
ning a continuity pro- 
gram of advertising in 
Engineering News-Record 
and Construction Me- 
thods, the two publica- 
tions that are in continu- 
ous contact with the men 
who will handle these jobs 


when the contracts break. 


If you are interested in the types 
of projects, their geographical 
distribution and estimated cost 
we shall be glad to send to you 
gratis a copy of the March issue 
of our CONSTRUCTION MARKETS 
which gives the breakdown. 


McGraw-Hill Publications 
330 West 42nd St., New York 


Information 
forAdvertisers 


The following docaments may be 
secured without charge by an) 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISIN 
AGE. 
No. 752. What National Advertisers 


Say About “Graphs.” 


Grid-Graph Sales Company pictures 
the work of baseball and football 
scoreboards as features in advertis- 
ing campaigns. Examples of out- 
standing successes are given. 


No. 733. The House that Radio Built. 


O. B. Hanson, chief engineer of the 
National Broadcasting Company, tells 
the story of the experience and re- 
search which went into the building 
and equipping of the NBC studios in 
the RCA Building, Rockefeller Cen- 
ter, New York. 


No. 681. Two Years—Three Maga- 
zines in One. 
McCall's “Three Magazines in One” 


makeup was introduced two years 
ago. This portfolio describes adver- 
tisers’ and readers’ reaction to the 
innovation, furnishes statistics on ad- 
vertising lineage, newsstand sales, 
requests for editorial service ma- 
terial, etc., and reveals results of 
surveys of reader interest in edi- 
torial features. 


No. 708. Good Housekeeping Cele- 
brates Its 50th Anniversary. 


The editorial bill of fare for the 
May, 1935, issue of Good Housekeep- 
ing is offered for inspection in this 
brochure, as well as special services 
available to advertisers in the golden 
anniversary number. Among edi- 
torial features will be an article re- 
viewing the history of advertising 
over the past 50 years, designed as 
a “timely and sound rebuttal to the 
unreasoning critics of advertising 
and advertised merchandise.” 


No. 680. Newspaper Reading Habits 
of 5,311 New Car Purchasers in 
Iowa, First Six Months 1934. 


A double post-card asked each pur- 
chaser of a new car in Iowa to name 
the daily and Sunday paper which 
he regularly reads, and the name and 
address of the automobile dealer. The 
Des Moines Register and Tribune 
booklet tells the results of the study. 


No. 662. 39,362,081 Women and 22,- 
941,321 Magazines. 


An interesting study of the femi- 
nine market, detailing age groups, 
magazine reading habits, etc., pub- 
lished by Modern Magazines, com- 
prised of Modern Screen, Radio Stars, 
and Modern Romances. Draws an in- 
teresting comparison between the 
women’s magazines and those in the 
movie, radio and romance-fiction 
field. 


No. 687. Between—. 


This presentation compares circu- 
lation of Grit with the circulation of 
five other magazines in 54 towns 
between Erie and Harrisburg, Pa. 
Emphasis is placed on the major 
market existing between urban cen- 
ters. 


No. 667. How Well Do You Knou 
Your Women? 


An amusing and highly instructive 
folder containing four inserted pho- 
tographs of four women. The game 
is to judge the women as prospects 
for your product, and then check 
your findings with statistics on re 
verse sides. Published by the Par- 
ents’ Magazine. 


No. 686. Advertising Life Insurance. 

Published by the insurance adver- 
tising department of the New York 
Herald Tribune, this booklet pre- 
sents a study of the New York mar- 
ket’s advantages for insurance adver- 
tising, and raises the question as to 
whether companies are making ade- 
quate use of New York newspapers. 


No. 657. Radio Station WHBL. 


A market data folder on this She- 
boygan, Wis., station which is owned 


CHARTS GIVE QUICK PICTURE OF NEWSPAPER ADVERTISING TRENDS 
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The trend of total advertising and of general or national advertising in the newspapers of 52 cities from 
January, 1928, through February, 1935, is pictured in these charts prepared by Media Records, Inc. 


Dennison Starts 
Magazine Drive 
For Crepe Hats 


Framingham, Mass., March 28.— 
Following up its 1933 and 1934 suc- 
cesses in promoting the crocheted 
hat fad, the Dennison Mfg. Company, 
maker of crepe papers, has laid plans 
for an extensive magazine campaign 
again stressing crocheted hats. 

The 1933 and 1934 promotions 
were so successful that the produc- 
tion of Dennison crepe was sent to a 
peak far above the normal monthly 
average, company officials have re- 
vealed. 

The spring schedule will include 
use of space in The American Week- 
ly, McCall Style News, Pictorial 
Fashion Guide, This Week, and 
Vogue Patterns, comprising a total 
circulation of more than 14,500,000. 

Dennison dealers will be fur- 
nished with a set of three newspaper 
mats, two radio talks, circulars, and 
store display cards. Instruction 
books will retail at ten cents each. 

One display card offers the entic- 
ing suggestion, “Make smart new 
hats for only 15 cents each,” with 
the subordinated theme, “Trim them 
as you wish.” This card features the 
Continental model hat, while others 
will show the styles in crocheted hats 
for spring. 

A special crocheted hat number of 
“What Next?,” Dennison’s dealer or- 
gan, is being issued, to promote the 
fad to dealers. A 24-page salesman’s 
book, dealing with the promotion, 
has been distributed. Crocheted hats 
will be featured in the ‘Dennison- 
Crafter,” of which 35,000 copies will 
soon be distributed to women. 

The campaign is being launched in 


time for dealers to tie up with the 


Easter hat business. Store demon- 
strations will be used in key cities 
and towns, this method having 
proved profitable during the past 
campaigns. Styles of hats to be 
shown include models for children as 
well as women. 

In addition to promoting crepe pa- 
per, dealers are being advised to 
push sales of trimmings, crochet nec- 
essities such as crochet hooks, cov- 
ered wire, ribbon, and various orna- 
ments. 


Gravelite, Insurance 
Company Appoint G-K 

The Pacific National Fire Insur- 
ance Company, a_ subsidiary of 
Trans-America Corporation, with 
head offices in San Francisco and a 
branch office in Los Angeles, has ap- 
pointed the Gerth-Knollin Advertis- 
ing Agency, San Francisco, to direct 
its advertising. The company is 
chartered to transact business in 47 
states. 

The agency has also been appointed 
merchandising counsel of the Grav- 
elite Company, Inc., Point Richmond, 
Cal., maker of a light-weight aggre- 
gate, Gravelite, which weighs half as 
much as sand and gravel, and re- 
duces the weight of concrete by one- 
third. 


I-O Starts Test 


in Wisconsin 


I-O Products, Inc., New Haven, 
Conn., has launched a test campaign 
on iodized products in the Wisconsin 
territory with Ormsby McHarg, vice- 
president of the firm in charge. Ra- 
dio and newspapers are being used. 
Klau-Van Pietersom-Dunlap Associ- 
ates, Milwaukee advertising agency, 
is handling the advertising. 

Forty bakers in the territory are 
featuring iodized products, including 
breads, pastries, crackers, and con- 
fections, as preventatives against 
goiter, rickets, and other ailments re- 
sulting from a lack of mineral as- 
similation. 


Three-in-One 
Launches New 


Wood Polish 


New York, March 28.—Three-in- 
One Oil Company, New York, has 
placed an extensive national adver- 
tising campaign behind its new 3-in- 
One furniture polish, which has been 
made available to the consumer 
through 20,000 outlets. 

Publications with a total circula- 
tion of 35,000,000 will carry copy on 
the new product, a companion to the 
company’s household oil. Other 
forms of sales promotion, including 
window and counter displays, will be 
used. The initial advertising copy 
will contain coupons for samples. 

National magazines cooperated 
with the company in making con- 
sumer tests of the new product. Of 
the hundreds of women who took 
part, 95 per cent stated that the new 
polish equalled or excelled any they 
had ever used, according to the com- 
pany. 

The new polish is described as a 
creamy beautifier of furniture and 
woodwork. It is packed in three 
sizes in non-slip bottles, in individual 


cartons. Thompson-Koch Company, 
Cincinnati, handles the company’s 
advertising. 


WCAO Appoints 


Station WCAO, Baltimore, has 
appointed Free & Sleininger, Inc., as 
national sales representative, effec- 
tive May 1. 


Name Becker 


Directors of Collegiate Digest, 
Madison, Wis., have appointed Ger- 
hard Becker as general manager, suc- 
ceeding Joe G. Sowerwine. 


and operated by the Sheboygan Press. 


qT 
FROM THE GEORGE WASHINGTON 
BRIDGE to the Holland Tunnel Outdoor Ad- 


vertising on the O’Mealia Plants reaches 
MILLIONS EVERY MONTH. 


A 
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O-Mealia Outdoor ) ° thi Co. 


Harry O'Mealia, President. Jersey City,N. JS. 
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WALKER TALKS FACTS 


BALTIMORE LIQUOR DEALERS 
SAY THESE FACTS 


retailers know the resources of Hiram Walker & Sona 

lieve their customers would be interested... ¢ 
urge us to tell the public sbout our reserves of whiskey. 
here is the official record for sil who wish vo read it 


On December 5. 1913 (dete of Repaat) Horem W aller @ Seas comtrelied the bergent 
since of bonded whishion on the ratire continen! of Ameriea. 

At the prewent tome, Hiram W aller @ Sens sill contre! the largest stocks of bended 
whtabees me she cate Amora cwnlere — ht denpeie ek ds cms 
for our bettiad-ww- bond bromds end fer maboay ves bireded whis buen 
Specihoally, on March 1, 1905, thee bonded stocks tm the Canadian warehouse 
(tallied 15,434,000 U. &. preaf galtens of maturing whiskies... of which mare than 
11.000.008 gaiteas orv ever fowr poory oid! 


> # Pe 


Some of thee wheshior are of deltuate Canadian type, ther are hearybedied 
Rye and Burbon.. dirtilind chiefly from Amernan grain: and mellowed for 
peers om charred washe of setected Overt sah 


Cortate +f thane maters newer bedsed inguers 0°4 aued 01 bane for Hivwn 
Welker's popular biraded whishies: King of Chabs, Queen of Cubs ond Sect of Cinbs. 


Visitors are cordially wehcome ot our dimnilerwm lodeed. « will be b pleasure for us wo 
show you the emenave aging whitey marks thet bere wo impremad our desler treads 


ee Sees eas 
Quen of Clubs 
ishtug emer 


wane “we 


Ae ewes 
es 


rT Ta aad 
“BUY A BRAND YOU KNOW FROM A DEALER YOU TRUST’ 


Meram Walker ¥Sems 


DieTILLEAIES AT Peomta. WALEFAYILLE OWTARIO 


Hiram Walker advertisement which 
appeared in newspapers in Balti- 
more, St. Louis and other cities 
last week to reiterate the distiller's 
claim to possession of the largest 
stock of bonded whiskies on the 
North American continent. 


POSTMASTER OF 
CAPITAL RENEWS 
MAIL PROMOTION 


Turns to Poetry to Push 
Business Reply Permit 


Washington, D. C., March 28.—De- 
signed to stimulate the use of the 
business reply permit for advertising 
purposes, the second in a series of 
mailing pieces explaining postal fa- 
cilities has been circulated by the 
Postal Education Committee of the 
Graphic Arts Association of Wash- 
ington. 

The first mailing encountered some 
objections from newspaper publish- 
ers on the basis that the Post Office 
Department should not enter the ad- 
vertising field. This opposition 
brought about some delay, and the 
use of the Graphic Arts Association 
as sponsor for the mailings. How- 
ever, the second mailing contains a 
perforated business reply card ad- 
dressed merely to “Postmaster, Wash- 
ington, D. C.” 

As indicated recently in ADVERTIS- 
ING AGE, the local postmaster is seek- 
ing to test a plan to stimulate greater 
use of the mails in local advertising. 


Postmaster Turns Poet 


A green sheet, 10 by 13 inches, 
folded twice, is used for the second 
“sample.” The printing is in two 
colors. The reader is asked: “Is 
Your Mail Advertising Losing Power 
Because Prospects ‘Can’t Reply?’” 
Illustrations are used with a narra- 
tive poem, “The Story of a Lady 
Who Wanted to Buy, and the Reason 
She Couldn’t Reply,” which runs like 
this: 


Here is the letter that did the trick, 
That told its story and made it stick, 
That made a lady want to buy, 

But she never will for she can’t reply. 


And here is the lady who'd like to 
buy, 

But of course she won't for she can’t 
reply, 

To the sales letter that did the trick, 

That told its story and made it stick. 

She looks for a stamp and an en- 
velope, 

In a minute or 
hope. 


two she'll give up 


And here is the man so sad and gray, 
Who thought he’d get an order today. 
He wrote the letter that did the trick, 
That told its story and made it stick, 
That made a lady want to buy, 

But she never did for she couldn't 

reply, 

She looked for stamp and envelope, 
But after a while she gave up hope. 


And here is the card, so simple and 
clear, 


That would have brought so much 
good cheer, 
To the man who now is sad and gray, 


For he didn’t get an order today. 


It would have helped the lady to buy, 

Who wanted to but couldn't reply, 

Who looked for a stamp and an en- 
velope, 

But after a while gave up hope. 


And now at the bottom of the old 
trash pile, 
Tucked away in the “permanent” file, 
Is the sales letter that did the trick, 
That told its story and made it stick. 
“Whether you want your prospects 
to reply by sending you an order, by 
requesting a personal interview, or 
in any other way,” the promotion 
piece states, “you will get the high- 
est number of replies if you provide 
prospects with an easy, inexpensive 
method of taking the action you de- 
sire.” 


Frigidaire Runs 


Slogan Contest 
To Aid Dealers 


Dayton, O., March 28.—For the best 
ten-word slogans built around the 
new Frigidaire, the ten words to be- 
gin with the letters F-r-i-g-i-d-a-i-r-e, 
the Frigidaire Corporation will 
award a total of $16,000 in 333 
separate prizes, in an attempt to 
draw refrigerator prospects by the 
thousands to dealers’ salesrooms. 

Official entry blanks and complete 
instructions will be available from 
dealers. First prize in the contest 
will be $1,000 in cash. Among the 
awards will be 100 standard 4-35 


Frigidaires, with a total value of 
$12,000. 

The contest is a part of the cur- 
rent Frigidaire dealers’ radio pro- 
gram, inaugurated Feb. 13 over the 
Columbia network. Featured on the 
broadcast, heard over 76 CBS sta- 
tions at 10 pm. EST each Friday, 
are Jack Pearl, Patti Chapin, song- 
stress, and Freddie Rich and his 
orchestra. 

More than 5,000 dealers last week- 
end launched the “Frigidaire Spring 
Parade,” tying in with the radio 
program, a newspaper campaign, 
and a magazine campaign. 

The spring parade will be the 
greatest concentration of display and 
selling activity the corporation has 
ever sponsored, according to Frank 


R. Pierce, Frigidaire sales manager. 


Special window displays, store in- 
terior decorations, outdoor posters, 
direct mail pieces, demonstration 
albums, and door openers have been 
supplied to dealers. 


Van Camp Starts 
1935 Advertising 


The Van Camp Sea Food Company, 
Terminal Island, Cal., has launched 
its 1935 advertising campaign on the 
White Star and Chicken of the Sea 
brands of tuna. Schedules are being 
released through the San Francisco 
office of Emil Brisacher and Staff. 

Newspapers will carry the burden 
of the 1935 drive, with outdoor ad- 
vertising and radio also being used. 
The campaigns are territorial. Ex- 
penditures in established markets 
have been increased for the tenth 
consecutive time by Van Camp. 


ALF a Billion Dollars is an enormous sum of money. 
Yet, according to Government data, readers of the 


NEW YORK EVENING JOURNAL spend at least that much 


every year. 


Through the JOURNAL, their patronage can be secured 


. . . the food and drugs and 


cosmetics and auto accessories 


that are bought in over 600,000 solid, substantial New York 
homes where the JOURNAL is, and always has been, the 


preferred newspaper. 


Without the JOURNAL, the wasted buying power is so 
great that no manufacturer can possibly operate in the New 


York Market with maximum 


LISS 
cL 


success. 
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NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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SEAL COMPANY 
GIVES SPACE 
TO CUSTOMERS 


Alseco Urges Gonsumer to 
See Other Copy 


Cleveland, O., March 28.—Adding 
to the value of its customers’ adver- 
tising, and reaping sizable benefits 
in return, the Aluminum Seal Com- 
pany, New Kensington, Pa., will re- 
fer the reader of magazine advertis- 
ing on Alseco Anti-Counterfeit seals 
to the advertising of distilling com- 
panies in the same issues. 

The novel tie-up will be introduced 
in April issues of Collier’s, Fortune, 
Liberty, Time, and The New Yorker. 

The Alseco Anti-Counterfeit seal 
line consists of six different seals, 
each with its own distinctive con- 
struction. Faced with the problem 
of securing recognition for each 
member of the complicated family, 
the Aluminum Seal Company, 
through its advertising agency, 
Fuller & Smith & Ross, Inc., Cleve- 
land, developed the tie-up plan as a 
solution of the problem of drawing 
attention to each of the seals in the 
Alseco line, 

Only one type of seal will be 
shown in each advertisement in the 
magazine campaign. The Alseco 
copy will picture the bottle top used 
by a certain distiller. The page num- 
ber of the distiller’s advertisement 
in the same issue will be given, ex- 
cept in instances in which the dis- 
tiller’s advertisement is on the same 
page as the Alseco copy or on an 
opposite page. 


A Close Tie-Up 


Each Alseco advertisement will 
give the name of a product, and will 
state that this brand “has an Alseco 
Anti-Counterfeit seal on every bottle 
for your protection.” The Anti-Coun- 
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terfeit feature will be shown by por- 
traying half of the cap sealed and 
the other half of the seal broken. 


“STOP AND LOOK!” says this display 


Vibrant feminine figure against snowy wind-filled 
sails — who wouldn’t stop and look, then inevitably 
grasp the sales story so briskly and completely told? 

This ‘SU S” display — three pieces, usable separ- 
ately or as a unit — is helping to create a market for 
a new product in a crowded field. 

Use “U S” display material to double the force of 
space advertising, to tie that advertising up with re- 
tail outlets, or to do a good job “‘on its own” at the 


$i. UNITED STATES PRINTING 
& LITHOGRAPH COMPANY 


CINCINNATI 
320 Beech St. 


NEW YORK 


52-V E. 19th St. 205-V W. Wacker Drive 


CHICAGO BALTIMORE 


420 Cross St. 


Through suggesting that the reader 
turn to another page for an illustra- 
tion of how the Alseco seal is used 
by a particular distiller, the seal 
company gains additional interest, 
and the distiller profits by an “extra 
dividend” of reader attention. 

The magazines selected for the 
campaign were chosen from the com- 
plete lists furnished by distiller cus- 
tomers. A given issue of a magazine 
may carry more than one Alseco 
advertisement, since more than one 
of the company’s customers among 
distillers may be represented in that 
issue. 

Drug manufacturers, among others, 
are expected to interest themselves 
in the Alseco seals, since ‘“bootleg- 
ging” has presented a problem to the 
manufacturers. The unbroken Alseco 
top is an absolute guarantee that no 
one has tampered with the bottle 
and contents since the seal was at- 
tached, the company is pointing out. 


Maloney Tells Adclub 
of Design Problems 


Tom Maloney, New York advertis- 
ing and merchandising counselor, and 
manager of the industrial arts ex- 
hibition to be staged at Rockefeller 
Center, New York, April 15 to May 
15 by the National Alliance of Art 
and Industry, told the Chicago Fed- 
erated Advertising Club at its meet- 
ing March 21 that one of the most 
important elements of successful de- 
signing was the ability to gauge just 
how far the public was willing to go. 

Streamlining, as it is currently 
being exploited, is one-tenth engi- 
neering and nine-tenths ballyhoo, he 
said, but it serves a useful purpose in 
identifying a particular type of styl- 
ing and inducing acceptance on the 
part of the public. 


To Exempt Toilet Soap 


From Code Provision 


The National Industrial Recovery 
Board has ruled that its previous or- 
der placing toilet soaps under regu- 
lation of the retail drug code will not 
become effective until April 5. The 
order was to have become effective 
March 13. 

The postponement was made to 
permit preparation of an order sus- 
pending the loss limitation provision 
of the retail drug code insofar as 
toilet soap sales are concerned. 


Electric [ron 
Firm Employs 
Unique Device 


Philadelphia, Pa., March 28.—Sen- 
sational results have been achieved 
by the Proctor & Schwartz Electric 
Company, Philadelphia, through a 
unique direct mail presentation to 
dealers of the new Snap-Speed elec- 
tric iron and the consumer advertis- 
ing plans behind it. 


The feature of the mailing was 
the Tru-Vue projector, a stereoscopic 
device affording third dimensional 
projection to the Proctor product, 
as well as to the consumer advertis- 
ing plan, one of the largest ever 
devoted exclusively to an iron. The 
mailing campaign covered a period 
of three successive days. 


On the first day a selected list of 
jobbers and retailers received a 
broadside in the nature of a teaser. 
It emphasized a new and larger mar- 
ket for irons, and whetted the sales 
appetite with the statement that 
nine out of every ten wired homes 
are prospects for a modern auto- 
matic electric iron. 


Neither the product or the name 
of the company was mentioned, but 
recipients were advised to be on 
the lookout for a box in “tomor- 
row’s” mail. 


Gives Complete Story 


The next day the stereoscopic de- 
vice arrived. By holding it to the 
light and advancing a small roll of 
film, the dealer first read copy tying 
in with the previous broadside. He 
then saw the product itself in third- 
dimensional project, with apparent 
“depth.” The effect secured was the 
nearest possible thing next to put- 
ting an actual Proctor iron in the 
dealer’s hand. 

Various features of the iron were 
then shown in realistic fashion, in- 
cluding cutaway views where neces- 
sary. Next shown were typical ad- 
vertisements from the advertising 
campaign. They were followed by 


stereoscopic views of the promo- 


tional material available for Proctor 
dealers. 

The film wound up with the profit 
possibilities of the Proctor iron and 
directed attention to the following 
day’s mail, another broadside sum- 
ming up the story and emphasizing 
a final important merchandising fea- 
ture, a $1 trade-in allowance on old 
irons. Attached to this broadside 
was a business reply card for order- 
ing. 

A letter from the vice-president of 
the company followed to prospects 
not answering within a short time. 

The Proctor advertising, including 
direct mail promotion, is under the 
direction of John Falkner Arndt & 
Co., Inc., Philadelphia. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


HELP WANTED 


Wanted: A man who knows Food 
Distribution from A to Z—a man 
who understands the marketing of 
Food Products—to serve as Merchan- 
dise Manager and Agency Contact. 
Experience — absolutely essential. 
Write experience—references—salary 
expected in first letter. Box 6556, 
ADVERTISING AGE, New York. 


Experienced subscription salesmen 
wanted for business publications in 
Cincinnati, Indianapolis, and Balti- 
more. Give references in reply. Ad- 
dress Box 557, ADVERTISING AGE, Chi- 
cago. 


PHOTO-OFFSET 


ECONOMIZE!! 

We produce sales letters, price 
lists, diagrams, illustrations, etc., in- 
expensively. $1.50 per 100 copies; 
additional 100, 20 cents. Cuts un- 
necessary. Samples. Laurel Process, 
480 Canal St., N. Y. City. 4-6 
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One of the surest markets for building sales is 
the favored section of one of the richest states 
--SOUTHWESTERN IOWA! 
its trade center. Last year, this compact "buy- 
ing" market enjoyed a retail sales volume of 
nearly $15,000,000. This year it will be larger. 


There's just one way to reach this market 
without waste circulation--through one medium, 
THE COUNCIL BLUFFS NONPAREIL, a vigor- 
ous, typically Western newspaper. Read daily 
in more than 15,000 of these better-than-aver- 
age homes. Put it on your schedules. 


~% COUNCIL BLUFFS %. 
NONPAREIL 


Noee, Rothenburg & Jann, Inc., Representatives. 
Nonpareil Engraving. 
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HUDSON RECORD 
RELEASES WEST 
COAST CAMPAIGN 


San Francisco, Cal., March 27.— 
Sir Malcolm Campbell’s recent speed 
record for stock car runs, estab- 
lished at Daytona Beach, Fla., was 
the signal for the release of a ma- 
jor gasoline campaign on the Pa- 
cific coast by the Gilmore Oil Com- 
pany, one of the West’s leading in- 
dependents. 

Taking advantage of the nation- 
wide press notices on Sir Malcolm’s 
record-breaking Hudson stock car 
run, Gilmore immediately introduced 
its new Red Lion gasoline in large 
space two-color advertisements 
headed “The Record Breaker,’ in 
100 newspapers. 

The advertising tied in with the 
Hudson Motor Company’s exploita- 
tion work, featuring a photostatic 
copy of a telegraphed acknowledg- 
ment by a Hudson representative of 
Gilmore’s part in Hudson’s achieve- 
ments. 

Gilmore also backed up its claim 
for superiority of the new Red Lion 
gasoline by citing 103 different au- 
tomobile speed records established 
with Gilmore gasoline. 

The company’s new product is the 
result of four years’ intensive re- 
search and experimental work, au- 
tomobile owners and dealers are be- 
ing told. It was first put through 
severe tests on the Pacific coast, 
and then was offered for use in re- 
gional automobile races and at the 
Indianapolis speedway, where a new 
record was set. 

The next step was its use at Day- 
tona Beach, where Gilmore’s tech- 
nical engineers cooperated with Sir 
Malcolm. With the establishment 
of the new record, the company 
felt that the time was ripe for a 
smashing campaign. 


Gives “Extra Power” 


In a series of enthusiastic sales 
meetings, company officials de- 
scribed the new campaign to deal- 
ers. They stressed the fact that 
the initial advertising blast featur- 
ing the speed angle would be fol- 
lowed by similar forceful themes, 
among them, “extra power.” 

This extra power, drivers are be- 
ing told, “liberates the motorist from 
traffic troubles by ready accelera- 
tion, it gives him confidence in his 
motor when emergency calls for 
quick action, and it saves his motor 
from unnecessary wear and tear due 
to stuttering labor.” 

The extensive newspaper cam- 
paign, covering the territory from 
Canada to the Mexican border, will 
be supplemented by widespread out- 
door posters in the three coast 
states—“seven solid miles of them,” 
as executives told dealers. Both 
standard and illuminated posters 
will be used. 

Gilmore advertising is directed by 
the Los Angeles office of Botsford, 
Constantine & Gardner. 


Van Buren Sues NBC 


and “Amos ’n’ Andy” 


Freeman Gosden and Charles Cor- 
rell “Amos ’n’ Andy” and _ the 
National Broadcasting Company have 
been made defendants in a suit for 
$181,955, brought in the New York 
supreme court by the Van Buren 
Corporation. 

In filing a note of issue, attorneys 
for the plaintiff charged breach of 
contract made in 1933, under which 
Gosden and Correll were to furnish 
dialogue for 13 animated cartoons. 
The defendants have denied the 
charge, and have filed counter claims 
for damages totaling $254,000. 


Form Australian Firm 


to Buy Transcriptions 

A firm to be known as the Ameri- 
can Radio Transcription Agencies 
has been formed at 29 Bligh St., 
Sydney, Australia, to purchase Amer- 
ican-made electrical transcriptions 
and distribute transcriptions to Aus- 
tralasian stations. 

The manager will be Grace Gibson, 
head of the transcription department 
and assistant production manager of 
Station 2GB, Sydney. 


Bruce Company Moves 
New York Office 


The New York office of The Bruce 
Publishing Company, Milwaukee, 
publisher of American School Board 
Journal, Industrial Arts and Voca- 
tional Education, Hospital Progress, 
and Catholic School Journal, will be 
moved from 34 E. 40th St. to the Mc- 
Graw-Hill Bldg., 330 W. 42nd St. 

The company will be located in its 
new quarters April 1. John F. Faber 
is Eastern manager of the company. 


Appoint Conquest 


Station CMW and CMX, Havana, 
Cuba, and CPX, La Paz, Bolivia, 
have appointed the Conquest Alliance 
Company, Inc., New York, as their 
exclusive representatives in the 
United States. 


Type Brought 
Up to Date in 
Bundscho Book 


Chicago, March 28.—Marking the 
fruition of six years of labor, a 15- 
pound, 1,364-page type specimen book 
has been issued by J. M. Bundscho, 
Inc., nationally known advertising 
typographer. The loose-leaf volume, 
built with the idea of extending 
practical aid to all charged with the 
preparation of advertising, has 
caused much comment among those 
who have inspected it. 

Instead of the economical single 
line of type affected by most books 


of the kind, Bundscho has devoted a 
substantial paragraph to each size of 
each type, so that the reader may get 
an accurate picture of what the type 
face and its color in mass looks like. 

In addition to prescuting the nu- 
merous families of type covering 
practically every type face that 
modern advertising demands, the 
book contains an extraordinary num- 
ber of initials, rules and other deco- 
rative type which is available. Type 
founders themselves were given an 
opportunity to check proofs before 
the book was printed, so that the vol- 
ume is not only authentic, but con- 
tains type showings not usually ob- 
tainable. 

The book opens flat, making it easy 
for the artist or layout man to trace 
any letter to be used. The number of 


letters to the lineal or square inch is 
given in each case, so that it is sim- 
ple to estimate the amount of copy 
required for any given space. 

Heavy tabs make it easy to locate 
any desired type face in a moment. 
Eighty-pound enamel stock was em- 
ployed throughout. A limited num- 
ber of copies will be procurable 
through two local book stores at a 
price of $37.50. 


Nyland Back to B-S-F 


Neal Nyland, formerly of the ad- 
vertising and sales promotion staff 
of the Plymouth Motor Corporation, 
and at one time a member of the 
organization of George Harrison 
Phelps, Inc., has rejoined the copy 
department of Brooke, Smith & 
French, Inc., Detroit. 


Fifty years—five decades—of constructive 


building, of pioneering and leadership, mark 


the rugged highway over which this business 


has traveled to its present position of domi- 


nance in the Outdoor Advertising field. 
We look backward through the years with 


a certain feeling of pride in a service 


DETROIT, 


THROUGHOUT MICHIGAN’S 


(Soli A al 


enusnseeet 


ig e ag s a 


faithfully rendered—and forward into the 


future with a determination to maintain the 


high standards that have won for us so 


large a measure of 


public good will and 


confidence. € “America’s Finest Outdoor 


Advertising Service” is—and must con- 


tinue to be—our slogan—and our pledge. 


WALKER ad COMPANY 


MICHIGAN 
LARGEST TRADING AREAS 
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With Powers-Andrews 

Daniel R. Pettit has joined Powers- 
Andrews, Inc., New York, publishers’ 
representative. 


HERE’S BUYING POWER! 


Sales per capita in the 24 most 
prosperous States are 16% above 
the national average. More than 
84% of our 581,000 men readers 
live in that half of the country. 
Sales per capita in the 24 least 
prosperous States are 29% below 
the national average. Less than 
16% of our readers live in that 
half of the country. 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


Boston New York Detroit 


“Pages” / 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering 11 major 
headings about radio, 
mewspapers, farm, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as | "*questionnaires.”" Send for samples today, 
on your | head. No obi ion to buy. 


ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street she San Franciseo 


se te 
LENEE, 
a 


"FOUR PAGES’ 


Reg. U. S. Pat. Off. 


George French, 
Pioneer Adman, 
Is Dead at 82 


Montreal, Que., March 26.—George 
French, 82, widely known as a tire- 
less worker for the causes of organ- 
ized advertising and an author of 
books on various phases of advertis- 
ing, died here March 20. His health 
failing, he came here in 1928 to make 
his home with a son, a member of 
the faculty of McGill University. 

Born in North Clarendon, Vt., Mr. 
French entered newspaper work at 
an early age, first working for a 
number of country weeklies and later 
becoming associated in editorial 
capacities with city dailies in New 
England and the Middle West. 

While connected with Boston news- 
papers and practicing as an advertis- 
ing consultant in Boston early in his 
career he helped organize the Pil- 
grims Publicity Association, which 
later became the Advertising Club of 
Boston. 

Later, when in New York as busi- 
ness manager of the New York Jour- 
nal, he was active in founding the As- 
sociated Advertising Clubs of Amer- 
ica, now the Advertising Federation 
of America. 

Before coming to New York, he 
had published an advertising maga- 
zine, Profitable Advertising, in Bos- 
ton. After leaving the Journal, he 
returned to this field as editor of 
Advertising News, formerly pub- 
lished in New York. He _ taught 
classes in advertising at New York 
University and other institutions, 
and acted as expert adviser for sev- 
eral boards of trade. 

Among the best known of his many 
books on advertising and printing 
are “Twentieth Century Advertis- 
ing,” “Art and Science of Advertis- 
ing,” “Advertising, the Social and 
Economic Problem,” and “The Mak- 
ing of Books.” 


Gets Confection Account 

The advertising account of The 
Cracker Jack Company, Chicago, has 
been placed with The John H. Dun- 
ham Company, Chicago advertising 
agency. 


year. 


READ YOUR OWN 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


No Other Service like it. 
$1 a year—Fifty-two issues! 


Use the coupen! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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Getting Personal 


Bruce Barton’s palsied, old Fox typewriter, to which he has clung 
affectionately since he began writing back in 1909, has made way fora 
glistening new Remington. However, his secretary has instructed the 
agency man who claimed the old machine with an eye to its future 
value as a historical relic that he must keep it handy for an emer- 
gency. . 

Though visibly proud, Fred Wilson, Erwin-Wasey production man- 
ager, exerted himself to achieve the nonchalance expected of an experi- 
enced father when announcing the birth of his second child last week. 
The new arrival, another girl, has been named Martha. . . Dave Gude- 
brod, Ayer radio writer, will be married April 27. The lease for a For- 
est Hills apartment is already signed. . . 


Stewart Sterling, another Ayer radio writer, has removed his 45- 
foot cabin cruiser from cold storage and will soon be seen plowing the 
waters of the sound. . . Jay Hanna, Ayer radio director, is also over- 
hauling his cruiser in preparation for the annual voyage to the Pough- 
keepsie regatta, which event formally opens the sailing season for 
yachtsmen in Ayer’s New York office. . . 


Stirling Getchell and Joe Swan, of his organization, are playing 
out a badminton match at the Stanford Club which will decide the 
agency championship. Both are down one. . . 


Queen Anne’s Record, one of the more conspicuous Maryland week- 
lies, has justified the loving care “Obie” Winters expends upon it by 
winning second place in the national contest for weeklies sponsored 
by the University of Illinois. Granville Toogood, Philadelphia 
Ayeran, is finishing another novel. He is keeping the contents a 
secret, it seems. . 


Charles Francis Coe, who is president of the Sailfish Club of Flor- 
ida, officiated at the annual dinner dance of the organization last week. 
It is on this occasion that the club awards prizes for the best catches 
of the season. . . 


Sidney J. Hamilton, Jr., who has just joined Fletcher & Ellis as ac- 
count executive, has queried ADVERTISING AGE on the proper etiquette 
for father and son when they happen to be agency competitors. Until 
he knows, he will bow politely to Sidney J. Hamilton, Sr., Lennen & 
Mitchell v. p. and a. e., when they meet on the street. They used to 
play the advertising game together at General Outdoor. . 


Fen Doscher, sales promotion manager of Lily-Tulip Cup Corpora- 
tion, is taking time from his other hobbies of woodworking, typography, 
tennis and fishing to scout some needed voices for the exclusive sing- 
ers’ Club of New York. . 


Word comes from the hospital at Hanover, N. H., that Bill Coch- 
ran, a. m. of Alexander Smith, is recuperating nicely from a broken 
leg resulting from failure to make a difficult turn while on a skiing 
holiday in the Green Mountains. However, he must do his sales pro- 
moting in bed for two or three weeks longer. . . 


Grover A. Whalen has been named a director of the Central Mer- 
cantile Association. This news is being taken as an indication that 
the organization has some work to be done. . . Mr. and Mrs. William 
C. D’Arcy, of St. Louis, have arrived for a sojourn in New York. They 
are at the St. Regis. . 

Lincoln-conscious Carl Eastman, Ayer’s West coast manager, dis- 
misses talk of his recent visit to the hospital as only a stop for decar- 
bonizing and valve grinding. He’s coming to New York in August for 
business and social reasons. . . 


William D. McJunkin, Chicago agency man, has exchanged the 
March winds of the north for the balmy breezes of Florida. . . The 
idea of winter vacations took unusually well with the Chicago branch 
of J. Walter Thompson Company. Henry Stanton, executive vice- 
president, has just returned from a Florida expedition, closely followed 
by Jim Woolf, vice-president in charge of creative production. Earl 
Pritchard, account executive, has left for Magnolia Springs, which is 
in Alabama. . 

Charlotte Faben, v.p. of P. P. Willis Corporation, Chicago, is visit- 
ing her old home in Toledo on a two weeks’ vacation. Pete Willis, 
head of the agency, is back in Chicago after looking over the situation 
on the Pacific coast. . . 


Albert B. Fritts, publicity manager of the Norton Company, Wor- 
cester, Mass., recently directed a handicraft exhibition at the plant, 
in which the products of 200 employes, including President Higgins, 
were displayed to an admiring throng. 


Natt W. Emerson, who retired a few years ago from activity with 
BBDO’s Boston office, is having a lot of fun business managing the 
Dartmouth Alumni Magazine. He is making his headquarters at Han- 
over. . 


Louis F. Dow, head of the Dow-Peterson Company, Burlington, Vt., 
agency, was elected mayor of the town at the March election. 
William R. Stewart, Chicago publishers’ rep, is back from London, 
where he captained the first U. S. team to play in the world’s table 
tennis championships. . . 

Dick Thain, Carson, Pirie publicity mogul, used to be a cartoonist 
on the Chicago Daily News. . . Kenny Clark, Western manager of the 
New York Sun, will be the impresario for the party which will be 
sponsored by the Chicago Federated Advertising Club at the A.F.A. 
convention in Chicago next June... 


Elon G. Borton, LaSalle Extension University a.m., is arranging 
the program for advertising managers which will be put on at the 
A.F.A. meeting. He’ll do a good job. . . Gove Compton, Printers’ Ink, 
is walking Chicago’s boulevards with the aid of a cane. He insists 
it’s not for swank, but the result of a broken bone suffered in a des- 
perate badminton combat. . . 


C. Jerry Spaulding, Worcester agency exec., is helping promote 
the Boy Scouts in that neighborhood. His good turn at present con- 
sists in handling publicity for their annual jamboree. . . By the time 
you read this Harold Reingold, Malkiel Advertising Agency, Boston, 
will be on his honeymoon. The blushing bride was Thelma Gold- 
stein. . 


That speech Charlie Younggreen made to members of the St. Louis 
Sales Managers’ Bureau early this month must have been a wow. The 
boys are still talking about it. . . 


There is great rejoicing in the home of Guy E. Yeldell, automotive 
advertising manager of the St. Louis Post-Dispatch. Two weeks ago 
six physicians announced following a consultation that Patricia Yeldell, 
aged 7, had “one chance in a thousand.” This week little Patricia was 
moved from the hospital to her home, well on her way to recovery. . . 
Loretta McMahon, who has served several Chicago advertising agen- 
cies, and is now with the Chicago office of the Brooklyn Eagle, is doing 
well following an operation for appendicitis. . . 


Issues “Column Review” 


The first issue of Column Review, 
a new magazine dealing with news- 
paper columns and columnists, has 
been introduced by National Column 


Review, Inc., 545 Fifth Ave., New 
York. The publisher is Bernard 
Berger. 


Broeder Joins French 


Cliff F. Broeder, for several years 
business manager of Automotive 
Merchandising, New York, has joined 
Oakleigh R. French, Inc., St. Louis 
advertising agency, as an account ex- 
ecutive. 


Polish Account Placed 


Whittemore Brothers Corporation, 
Cambridge, Mass., maker of shoe 
polish, has appointed N. W. Ayer & 
Son, Inc., Philadelphia, to direct its 
advertising account. 


Experienced Buyer 


Wanted 


A prominent distillery compan 

has opening in its New Yo 

office for an experienced buyer 
of printed matter, display ma- 
terial, labels, bottles and other 
supplies. 


The person we seek should 
have experience as Director of 
Purchases in either the food, 
drug or other fields involving 
purchase of similar character. 


This is a good opportunity for 
a man with the proper experi- 
ence and integrity. 


In your reply please be specific 
regarding your past experi- 
ence, employment and salary 
expectations. 


Our own staff has been in- 
formed of this advertisement. 


Address Box 555, 
Advertising Age 


Our Readers Pay $10 a 
Year for this Publication 
and Over 80% Renew! 


If you want some real facts 
and dollars-and-cents figures 
on the distribution market 
covered by The Traffic World 
—write for our new booklet 
“The Way to a Market.” 


The book tells what is 
bought and how much is 
spent for transportation serv- 
ices, shipping materials and 
equipment, and warehouses. 
Address: 


The Traffic World 


418 South Market Street 
Chicago, Illinois 


Member Audit Bureau of Circulations 


M. M. 
P. M. 


In planning the Window Dis- 


play, it pays to be "Mer- 
chant-Minded" rather than 


Price-Minded. FACTS TALKI 


FREEMAN co. aa 


Starr and Borden Avenues 
e Long Island City, N. Y. 
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ADVERTISING AGE 


Flexibility is an important element in successful 
newspaper advertising. Media Records is indis- 
pensable to sales managers and advertising man- 
agers who understand the value of “Change of 
Pace’ in their advertising attack. 


Media Records is constantly rendering special 
service to advertising and sales executives. 


Weekly and monthly reports on special adver- 
tisers and special classifications are available to 
those who may desire more immediate and 
detailed information. And such special service 
is not costly. 


MEDIA RECORDS, Inc. 
330 West. 42nd Street, New York, N. y. 


Chicago— Columbus — San Francisco 
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Makers of Ice 
Cream Hit by 
FTC Complaint 


Washington, D. C., March 28.— 
The Federal Trade Commission has 
filed a complaint charging unlawful 
restraint of competition in the ice 
cream business on the part of the 
International Association of Ice 
Cream Manufacturers, its officers, 
and members. 

The FTC charges that there is ob- 
struction of the business of counter 
ice cream freezer operators through 
the sponsoring by the association of 
legislation and local ordinances 
under the guise of sanitation needs, 
the publication and distribution of 
condemnatory articles, and other 
practices. 

The new complaint is said to be 
the first instance of an attack by 
the commission upon this type of 
competitive method. The commis- 
sion has set May 3 as the date for 
a hearing to show cause why an 
order to cease and desist should not 
be issued. 

The association has approximately 
500 members. Among these are Na- 
tional Dairy Products Corporation, 
New York: The Borden Company, 


New York; Golden State Company, 
Ltd., San Francisco; Midwest Dairy 
Products Corporation, Du Quoin, 
Ill.; French-Bauer, Inc., Cincinnati; 
and Southwest Utility Dairy Prod- 
ucts Company, Oklahoma City. 


Court Kills Long’s 
Tax on Newspapers 


Louisiana's tax of ten per cent on 
newspaper advertising, sponsored by 
Senator Huey P. Long, has been de- 
clared unconstitutional in a federal 
court decision. 

The court's decision stated that it 
found the law discriminatory, inas- 
much as only a few newspapers were 
singled out for taxation. In view of 
the decision, it is reported that ad- 
herents of Senator Long will prepare 
a sales tax which will apply to 
newspaper advertising. 


New Firm Publishes 
“Golf Illustrated” 


A new firm, the Hewitt Publishing 
Company, New York, formed by The 
House of Hewitt, Inc., will begin pub- 
lication of the monthly Golf Illus- 
trated with the April issue. The edi- 
torial staff remains the same except 
for the appointment of E. H. Hen- 
drickson as associate editor. 

Officers of the new company are 
Alvin E. Hewitt, president and pub- 
lisher; B. Harrison Cassel, vice- 
president, and Henry S. Thompson, 
Jr., treasurer. 


Chicago Women’s Adclub 
to Hold Forum Meeting 


To discuss ways and means of 
spending $1,000,000 to advertise ham, 
the Women’s Advertising Club of 
Chicago will hold a dinner forum 
meeting at the Chicago Woman’s 
Club, Tuesday, April 2. 

William H. Culver, director of pub- 
licity and advertising of the Com- 
monwealth Edison Company, will act 
as forum chairman. He will be ad- 
vertising director of the club’s “meat 
packing concern.” 

Representatives of seven mediums 
will present their claims to a share 
in the fund. These will be: for busi- 
ness papers, Judd Payne, executive 
secretary, Associated Business 
Papers, Inc.; direct mail, M. L. 
Gooder, vice-president, Blakely Print- 
ing Company, Chicago; magazine, H. 
R. Pastel, Western manager, Es- 
quire; newspapers, C. H. Sundberg, 
Major Market Newspapers, Inc.; out- 
door, Burr Robbins, vice-president, 
General Outdoor Advertising Com- 
pany; radio, E. C. Carlson, manager, 
commercial programs, NBC; street 
car, Franklin S. Allen, Western man- 
ager, Barron G. Collier, Inc. 


Gets Razor Account 


James H. Turner’ Advertising 
Agency, Chicago, has been appointed 
by the C. J. Smith Mfg. Company, 
Chicago, te handle the company’s 
advertising of its electric razor. Na- 
tional magazines and direct mail will 
be used. 


had this thrill? 


Balls. 


nineties. 


Boys ..... 275,000 
American Boy 275,000 
Boy’s Life.... 250,000 

800,000 


BOY! WHAT A DAY -- WHAT A THRILL 
THAT FIRST SET OF GOLF CLUBS 
FATHER’S GIFT - - UNFORGETTABLE! 
THE AGE OF IMPRESSION 


What well-known advertising man 
The first correct an- 
swer, mentioning Advertising Age, 
wins a dozen Dunlop Golf or Tennis 


Yes, that water hole is the Erie Canal 
—Rochester, the city. Time, the late 
Age 10 years — even then 
going strong, headed for that execu- 
tive office in New York, a member of —__’ 
a prominent agency with a large name 
and a lot of initials, who somehow 
finds time to write authoritative books 
and articles on advertising and sales— 


by about 2,400,000 boys. 
tributes 825,000 readers each month. 


728 Boylston St, Boston : 


ciples he has 


In learning to swing smooth and follow through, hitting square 
and driving straight down the fairway, he learned the prin- 
ppli d to b 


This boy market is a big, important market, a market that while appreciated by 
many advertisers, is understood by only a few. 
of the families in this country have children under 10 years of age—only 60 per 
cent have either boys or girls under 20—and — only 18 per cent of our families 
have children, boys or girls, of the Impressionable Age—10 to 18 years. 


These boys can best be reached through their favorite magazines—they are cover- 
to-cover readers—they read the small-type of advertisements—they want informa- 
tion—they are responsive—they are buyers and they are salesmen. They sell Dad 
and he buys. Popularize a product among the favored boys 
and its popularity will spread like wild-fire and customers 
will be made for life. 


There is the cream of every market. 
sand copies of their favorite magazines are read each month 
The Open Road for Boys con- 


We have many facts—We'll help you prepare advertising 
or advertising literature from the boy angle through our 
Editorial slant on boys and boy habits. 


THE OPEN ROAD FOR BOYS MAGAZINE 
Chanin Bidg., New York ° 
NELSON J. PEABODY, Advertising Director 


THE BOY IS STILL THE FATHER OF THE MAN! 


rough as clients are also wont to do, he has known the right 
club to use to put them back on the fairway of business. 


For instance, only 40 per cent 


, and when his ball got in the 


Eight hundred thou- 


307 Michigan Ave., Chicago 


CO-OP’ EFFORT 
HOLDS FLOORAT 
FACA HEARINGS 


Possibility of Ban on All 
Liquor Copy Hinted 


Washington, D. C., March 27.—The 
hearings relative to the advertising 
practices of the distilled spirits, rec- 
tifying, alcoholic beverages, wine 
and brewing industries, before Chair- 
man J. H. Choate, Jr., of the Fed- 
eral Alcohol Control Administration 
this week resolved largely into a 
discussion of what should constitute 
“cooperative advertising.” 

During the discussion, Chairman 
Choate indicated the possible official 
trend for the future when he de- 
clared: “If all of these industries 
affected by the code do not foresee 
the advantages of the code, they 
might some day find themselves for- 
bidden to advertise any of their 
products because at present there 
are many persons clamoring for just 
such restrictions.” He intimated 
that pressure was being brought to 
bear upon the FACA against all ad- 
vertising of alcoholic beverages. 

Representatives of Tom Collins 
Corporation presented the case for 
several similar concerns. They 
sought to show that individual ad- 
vertisements were valuable for the 
large manufacturer having ample 
financial resources, but that for the 
smaller manufacturer they were not 
feasible. From 50 to 60 per cent 
more money had to be spent in indi- 
vidual advertising to produce the 
same results as cooperative adver- 
tising would show, they declared. 

“If the manufacturer desired to 
place national advertising it would 
cost him one-third more to accom- 
plish the same results as would be 
had in cooperation with the retail 
distributor,” it was claimed. 


Substitutes Suggested 


The chairman answered that 
while such might be the case, all 
of the small manufacturers would 
be in the same boat and questioned 
the fact that a small individual ad- 
vertisement would bring less sales 
volume than a cooperative one, if 
properly placed. 

Administrator Choate felt that 
while there was nothing wrong in 
cooperative advertising in itself still 
the evils engendered by its were fast 
becoming too flagrant to be longer 
tolerated. 

An amendment was suggested 
from the floor for doing away with 
what was termed the “cooperative 
advertising racket.” This proposed 
that both parties to benefit by the 
advertisement “share the expense” 
in contrast to the present situation, 
in which retailers “hold up” the 
manufacturer with certain demands, 
with the threat of using no more 
of his product if their demands are 
not met. Chairman Choate, while 
agreeing that the proposed amend- 
ment “was a good idea,” stated that 
“it could not be enforced.” 

Equipment and fixture firms and 
producers of advertising specialties 
and novelties asserted that if co- 
operative advertising were elimi- 
nated their industries would suffer. 
They also strongly urged that good 
will advertising of novelties of 
“nominal value” should not be pro- 
hibited. 


Hard to Draw Line 


Chairman Choate pointed out that 
it had been difficult to draw the line 
between what might be defined as 
of “nominal value” and what should 
be classified as “utilities.” He said 
that it was possible that “so many 
inducements offered of a utility na- 
ture to a retailer by the manufac- 
turer would cause that retailer to 
use one manufacturer’s product to 
the exclusion of all others.” 

To control this whole question, 
said the chairman, “we must control 
all such mediums because of their 
aggregate influence in the interfer- 


ence of fair competition, 
throw the field wide open.” 

Vincent J. Ferris of the printing 
trade council, supported by Carl E. 
Whitney of the paper code authority 
stated that any legislation which 
would curtail activities of their or- 
ganizations should not be consid- 
ered because 30 per cent more em- 
ployes had been put back to work. 
They urged that the alcoholic in- 
dustries be allowed to regulate 
themselves. 

Representatives of the lithographic 
industries said that “no regula- 
tions designed to protect one in- 
dustry should be allowed to seri- 
ously impair or put out of business 
other allied concerns.” 

Chairman Choate denied that this 
was the purpose or that this result 
would occur, saying that it was only 
the abuses of what had been termed 
“cooperative advertising’ which the 
FACA sought to correct. 

The hearing was brought to an 
end without any official decision on 
the proposed new regulations. 


or else 


Joins Gillette Razor 
as Advertising Manager 


Charles M. Pritzker, formerly vice- 
president of the Conrad Razor Blade 
Company, Inc., New York, has sold 
his interest in that organization, and 
has joined the Gillette Safety Razor 
Company, Boston, as advertising 
manager. 

Mr, Pritzker was advertising man- 
ager of the Valet AutoStrop Safety 
Razor Company for five years, and 
was prominent in the merchandising 
of the Probak razor blade. 


New Angostura Agency 


Named; Contest Planned 


The Angostura-Wuppermann Cor- 
poration, Canadian and United States 
sales agency for Angostura bitters, 
has appointed Fletcher & Ellis, Inc., 
New York, effective immediately. 

A food recipe contest in various 
women’s publications and a trade 
promotion campaign are included in 
the 1935 plans. 
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STANDARD OIL 
RETELLS “LIVE 
POWER” STORY 


(Continued from Page 1, Col. 3) 

All told, some 1,650 dailies and 
weeklies will carry the Standard Oil 
message to motorists during 1935. 

A dramatic feature of the series 
will be graphic presentations, drawn 
by noted artists in cooperation with 
the Chicago Field Museum of Nat- 
ural History, of stirring incidents in 
the wild animal kingdom which are 
actually on record though little sus- 
pected by the average person. 

What happens when the athlete of 
American animals, the cougar, who 
can leap 40 feet on level snow-cov- 
ered ground, springs at the fleet and 
alert deer? What will be the fate 
of two mountain rams on a rocky 
ledge pitted in a death struggle 
against a pack of five voracious tim- 
ber wolves? Who would win a mile 
race between a thoroughbred horse, 
a prong-horned antelope, a_ grey- 
hound, a Texas jackrabbit, and an 
American grey wolf? These and 
other “live power” situations are 
thrillingly told. 


Roto Added to List 


“Basic ability” advertisements to 
run in rotogravure in Sunday papers 
hew a new path in the company’s 
advertising. They conduct the mo- 
torists on a “behind the scenes” 
tour of Standard’s refineries, labora- 
tories, and field so that he can learn 
exactly what material, research, 
tests, and checks insure the prod 
ucts’ meeting his every need. 

Another series in the campaign 
will tell the general story of Stand- 
ard’s service, supplemented by 
small two-column copy dwelling on 
each specific feature of the general 
story. Other small advertisements 
boosting products will close any pos- 
sible hiatus between large product 
copy occasioned by the diversifica- 
tion of important messages Stand- 
ard wishes to present. 

The inaugural advertisement ad- 
monishes the motorist to do his 
spring house-cleaning on his car. 
Miniature service men swarm over 
each part of the car needing check- 
ing, also giving the reasons why. 
Three motor oil advertisements fol- 
low this in rapid succession. 

Upon releasing the campaign, A. 
N. Steele, Standard’s advertising 
manager, declared: “We again rely 
mainly on newspapers to carry our 
message to the public, for we never 
have found any other medium so 
satisfactory in presenting the many 
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phases of our story directly and ef- 
fectively.” 

Newspaper advertising will be 
augmented by display cards for 
curb-signs at stations throughout 
the territory, curiosity arousing la- 
pel badges calculated to inspire cus- 
tomers to make inquiries leading to 
sales, and the usual handout mate- 
rial pertaining to the campaign. 
McCann-Erickson, Ine., is 
agency. 


the 


Advertising Club 
Of New York Shows 
$170,960 Surplus 


New York, March 28.—Reflecting 
sound financial management and 
constant growth in membership and 
prestige, the financial statement of 
the Advertising Club of New York 
for the year ended Dec. 31, 1934, 
shows a profit of $8,267 over operat- 
ing expenses and a surplus of $170,- 
960. 

By making the club the center of 
advertising, civic, and educational 
interests and by providing a public 
forum for business men of this coun- 
try and Europe, the membership of 
the club has continued to increase, 
during the presidency of Grover A. 
Whalen, now serving his third year 
as head of the club. 

An analysis of the annual state- 
ment shows that the club building at 
23 Park Ave. is valued at $387,111. 
Furniture and fixtures of the build- 
ing were purchased originally for 
$95,045. Their present value on the 
club’s books is $13,373. 

The expense of operating the club 
in 1934 was $127,307. The income 
from dues, from memberships and 
miscellaneous was $140,151. 


To Issue Vegetable 
Oil Publication 


Publication of a new _ business 
magazine, American Vegetable Oil 
News, will begin in the early sum- 
mer. P. S. Holt has been appointed 
general manager, George S. Lowman, 
advertising director, and John Holt, 
circulation manager. Offices are at 
202-101 Bldg., Atlanta. 


Booklets on 
AAA Changes 
Are Sent Out 


New York, March 28.—The Na- 
tional Publishers Association, Inc., 
New York, has distributed a number 
of bulletins and booklets discussing 
the proposed amendments to the 
AAA, which the organization de- 
clares would seriously affect adver- 
tising and would be “even more ob- 
jectionable” than the proposed 
amendments which were defeated a 
year ago. 

One bulletin is entitled “Digest of 
Possible Effects of Proposed Amend- 
ments to the Agricultural Adjust- 
ment Act.” In this booklet, objec- 
tions are stated to four amendments 
to Section 8 of the present act, con- 
cerned with the “general powers” 
of the Secretary of Agriculture in 
connection with “commodity bene- 
fits.” 


Prune Growers’ Story 


“How the Agricultural Adjust- 
ment Act Killed $400,000 Worth of 
Advertising” is discussed in another 
bulletin, dealing with the history of 
the United Prune Growers of Califor- 
nia, which has conducted several 
successful national advertising cam- 
paigns since 1931. 

The cooperative was replaced in 
1934 by the Prune Control Board un- 
der an AAA marketing agreement 
which contained no provision for a 
continuation of the advertising. 
“Next season,” the bulletin com- 
ments, “there will be no advertising 
unless the Department of Agriculture 
reverses its stand.” 

“Subject only to the veto of the 
President, these amendments will 
authorize the Secretary of Agricul- 
ture to establish the terms and con- 
ditions under which the majority of 
your advertisers must conduct their 
businesses,” the bulletin states. 

“He will have the power to con- 
trol margins, fix wholesale and retail 
prices, and with the approval of two- 
thirds of the producers limit the sales 
volume of any commodity to a point 
of scarcity which will make the ad- 


vertising unnecessary. In exercising 
these powers, the Secretary may not 
intentionally set out to damage ad- 


vertising—but, as in the case of the 
prune growers, the incidental results 
may be the same.” 


THE FIRST 


COMPLETE 


DIRECTORY 


AUTOMATIC HEATING and AIR 
CONDITIONING EQUIPMENT 


A 
nw 


To eliminate the 
handicap which dealers in this in- 
dustry are laboring under because 
they cannot readily locate sources 
of supply. the first directory cover- 
ing every phase of the industry 
will be included in the May num- 
ber of AUTOMATIC HEAT and AIR 
CONDITIONING. 


This directory will reach all the 
specialty sales organizations han- 
dling oil burners, stokers, gas heat- 
ing and air conditioning equip- 
ment. In addition, it will reach all 
known manufacturers of these items 
and leading consulting engineers. 


The vast number of letters coming 
from readers of AUTOMATIC HEAT 
and AIR CONDITIONING asking 
where they can purchase various 
items in the field make it apparent 
that this directory will fill one of 
the most vital needs of the indus- 


Y | ee 
DIRECTORY it 
NUMBLE 


MAY 


try. It will be the biggest event. 
so far as business papers are con- 
cerned, since the industry began. 


Advertisers in this issue will not 
only enjoy an unusual response, 
but will, in addition, be identified 
as the principal sources of supply 
in the industry. 


AUTOMATIC HEAT and AIR CONDITIONING 
Published by 
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A. W. Dole, Chi- 
cago, district sales 
manager, material 
handlin equip- 
cn et went toa 
brick school 
Maine. 
know what makes 
brick red—heat or 
composition of clay. 


R. 
i ag ne con- 
sulting chemical en- 
gineer—I get what 

ou mean... Red 

arns, red_ school 
houses in the coun- 
try are usually 
painted with iron 
oxide. What about 
it? 


B. Beachern, 


The news here is about a new 
source of iron oxide, the red paint 
that is used on rural structures. 
And the new discovery is a double 
blessing, so to speak, because it 
recovers waste products that 
cause stream pollution. Ferrous 
sulphate, the pickling solution 
expelled by nel mills and other 

ts, is now being processed. 

m this waste it is ible to 
profitably make ieiahaale acid 
with a left-over in the form of 
iron oxide cinders. 


The new process marks the first 
successful attempt in the United 
States to make sulphuric acid 
from this waste. As steel mills are 
large consumers of sulphuric acid 
they now become dependent only 
upon their own initiative and 
technique for a large supply of the 
chemical. Up to now all sulphuric 
acid has been made from pyrites, 
free sulphur or by-product sources. 


Chemical engineering, pressed for 
years with the acute problem of 
correcting stream contamination, 
has finally hit upon the solution 
insofar as steel mills are con- 
cerned. Water pollution prob- 
lems in other branches of the 
chemical industries are engaging 
the attention of chemical en- 
gineers and we may confidently 
mw to see this age-old problem 
licked universally before long. 

* * - * . 
Chemical engineerin, is the science 
of producing in commercial vol- 
ume the products of our modern 
chemical laboratories. With ma- 
chinery and equipment chemical 
engineering begins where research 
leaves off. Without it there would 
be no adequate supply of rubber, 
glass, cement, paints, cosmetics, 
drugs, alcohol, linoleum, coke, 
dyes, plastics, etc. 


“Chem & Met” serves chemical 
engineering throughout the whole 
process industries—a group of 
industries that in a depression 
year produced 21% of all manu- 
factured products. 


Chemical engineering is the science of pro- 
ducing in commercial volume the prod- 
ucts of our modern chemical laboratories. 


CHEMICAL & METALLURGICAL 
ENGINEERING 
A McGraw-Hill Publication 


Member of ABC-ABP 
330 West 42d Street, New York 


| Chek Me 


CALL KENTUCKY 
WINNERS 1934 
TRADE SUCCESS 


(Continued from Page 1, Col. 2) 
oughness with which “big three” dis- 
tribution has been built through 
leading jobbers is indicated by the 
fact that none of these brands, which 
occupied first, second and _ third 
places in the tabulation of products 
making the greatest sales increases, 
reported last week, showed up in the 
voting for the most successful newly- 
added product. 


Alka-Seltzer Ahead 


Neither did this question develop 
the information expected which 
would throw light on the progress 
being made by the various menthol 
cigarettes. Only one product of this 
type, Spud, was mentioned. 

Four of the ten voters among the 
40 drug jobbers interviewed _ said 
Alka-Seltzer was the most success- 
ful product added to their line in 
1934. Second place, earned with two 
votes, went to Vicks Vatronol. Pepso- 
dent antiseptic, Yeast Foam tablets, 
Kelp-A-Malt and K-Ra-Ya each re- 
ceived one vote. 

Results of the voting in the paint 
and varnish classification were not 
exciting. Ten of the 40 jobbers in- 
terviewed answered the question and 
each nominated a different product. 
The ten electrical equipment jobbers 
who voted, of the 42 interviewed, did 
likewise. 

In the plumbing and building sup- 
plies field three products divided as 
many votes, all that could be ob- 
tained from 41 jobbers. These three 
products are Crane’s cabinet sink, 
Do-Ha-Co air conditioner and Perfect 
oil range. 

In line with the marked disposi- 


The Factors Jobbers Consider Most Important 
When Taking on a New Line or Product 
for Distribution 
Exclu- 
Number sive Coopera- Reputa- 
Inter- Fran- tion tion Amount 
viewed Price chise by Mfr. of Mfr. of Adv. Demand 
Field 
FOOD 
a 44 20 4 5 7 3 5 
es nanos e ese 44 8 2 14 14 7 ee 
Di ¢ehane ena e < 44 6 3 6 4 23 1 
TOBACCO 
D aiaren alnieind 39 15 4 3 7 6 4 
a dhhe (ams ome 39 9 4 8 8 8 2 
tare sits 5 asa 39 7 3 8 5 15 1 
DRUG 
Deas bau e xo 40 6 5 2 8 vi 12 
Pc ecianasa Gab 40 12 2 12 8 3 3 
ee ee 40 5 1 8 7 13 1 
PAINT, VARNISH 
DS -6a5'6s 10d e005 40 20 5 + 4 4 3 
© ci veien cee ha 40 6 7 10 10 4 2 
Decca eal 40 6 7 11 10 9 Ss 
ELECTRIC EQUIPMENT 
Seer eueeanaeed 42 27 1 2 5 7 
OD Genre kevinss 42 4 7 18 10 1 2 
Dos Dias Sen in 42 8 4 5 6 19 +s 
PLUMBING & BUILDING 
D  ciechetenens 41 16 2 4 14 1 4 
OD. Saeae sch wpe 41 7 3 13 7 11 1 
SR sa0cdesectee 41 6 7 8 6 15 
Total mentions..... 188 6 141 140 149 48 
*Numbers in this column represent “most important,” “second 
most important,” “third most important.” 


most important factors in order of 
importance, and, as shown in the 
accompanying tabulation of the an- 
swers, some jobbers overruled the 
Ross Federal investigator, insisting 
that some two forms of cooperation 
be ranked equally. Others further in- 
dicated the importance they attach 
to some one or two forms of cooper- 
ation by not completing the answer. 

All wholesalers put stress on price, 
particularly the jobbers of electrical 
equipment. Cooperation by the man- 
ufacturer outranked exclusive fran- 
chise in importance, and reputation 
of manufacturer was placed before 
both these factors. 


Advertising Important 


Amount of advertising scored 
high, receiving a total of 149 men- 


. . . . 
Advertising and Merchandising Cooperation Given 
by the Manufacturers on New Products Show- 
ing the Greatest Sales Increase in 1934 
ADVERTISING 
oo 
2 of 5 
te g Ez | 
2o- at ~ a 2 
2ee a5 3) n 2% £ S 
Ea2o eS os 2 ga 60s = 
5&s Ch) =8 o Pa) x » 
Z<o¢ ad AB Z BA, % re) 
No. No. No. No. No. No. 
Food products...... (6) 5 nm 4 3 3 1 
EE oi 6.5.5.0 6:5.0.6 0 (14) 5 1 6 1 7 oe 
Paint, Varnish, Lac- 

EE ere ee (11) 7 5 3 7 2 2 
ss aus wens oo 4 (17) 10 2 8 6 9 1 
Elec. Equipment.... (17) 13 7 5 12 3 
Plumbing & Build- 

ing Supplies...... (6) 3 f 5 6 28 ia 

| eee (71) 43 19 31 35 24 4 
MERCHANDISING 
to be 
&s 3 pS Qe 
S32 3. 22 33 82 28E 
BD = ©: GS ef 283 o 
£53 3 208 ee §e am 2 ® 
Ses 3} CP) i & oa = S3 § 
zq@ O08 Son BA SA ASH 5 
No. No. No. No. No. No. 
Food products...... (5) 1 3 1 2 3 ts 
ae (16) 5 6 2 12 8 1 
Paint, Varnish, Lac- 

TE Tee eee (12) 8 5 7 5 6 2 
ee ee (13) f 5 9 8 2 1 
Elec. Equipment.... (15) 5 7 8 9 5 3 
Plumbing & Build- 

ing Supplies...... (5) 3 3 3 1 2 

»: eee a (66) 26 29 30 37 26 7 


tion to discuss manufacturers’ mer- 
chandising policies, 15 wholesalers 
who did not wish to disclose the 
brand name of the most successful 
product added to their line the past 
year did outline the advertising and 
merchandising cooperation placed 
behind the product by the manufac- 
turer. Consequently, a total of 71 
replies were available for the accom- 
panying tabulation under these two 
headings. 

This disposition was manifested 
again and more sharply when every 
jobber interviewed replied to the 
question, “What factors do you con- 
sider most important when taking 
on a new line or product for distri- 
bution?” 

They were asked to name the three 


tions, 21 as most important, 34 as 
second most important and 94 as 
third most important. The most first 
mentions occurred in the drug clas- 
sification, and the largest number of 
total mentions in the food group. 


Private Brand Volume Increases 


There is the possibility that some 
jobbers might have become confused 
in attempting to consider advertis- 
ing and demand separately. This is 
indicated by the fact that 48 whole- 
salers were weak enough, or honest 
enough, to admit that demand had a 
place among the three most import- 
ant factors. The drug jobbers said 
demand was the most important fac- 
tor of all. 


tacted in carrying out this study, pri- 
vate brand volume is increasing at 
the expense of nationally advertised 
products. However, the findings in 
this connection are not of much 
value in estimating a change in the 
relative standing of private and na- 
tionally advertised brands, as many 
nationally advertised products are 
not distributed through wholesalers, 
whereas they provide the conven- 
tional channel for private brands. 

The food jobbers said 39 per cent 
of their volume in 1934 was on pri- 
vate brands. The figures for other 
classifications are tobacco, 9.9 per 
cent; drugs, 24; paint and varnish, 
38; electric equipment, 28; plumbing 
and building supplies, 34. 

The average percentage of increase 
in private brand volume in 1934 over 
1933 was reported as 6.7 per cent for 
food, 2.3 for tobacco, 4.8 for drugs, 
5.8 for paint and varnish, 3.2 for 
electrical equipment, and 5.7 for 
plumbing and building supplies. 


Will Launch Large 
Baked Bean Drive 


Friend Brothers, Inc., Melrose, 
Mass., maker and canner of Friends 
baked beans, brown bread, and other 
foods, will soon launch the largest 
advertising campaign in the firm’s 
history, directed to New England 
consumers. 

The company will use between 1,- 
500 and 2,000 car cards, newspapers 
in eight major markets of New Eng- 
land, seven radio stations ,and nearly 
400 outdoor posters. Store demon- 
strations will be used and display 
materials will be provided to deal- 
ers. A direct mail campaign to 
dealers will complete the program. 

The label of the Friends baked 
beans can has been redesigned, with 
resulting increased sales in initial 
tests. J. Raymond Miniter, produc- 
tion manager, Ingalls-Advertising, 
Boston, is in charge of the campaign, 
which is under the direction of W. 
A. Friend, vice-president of the firm. 


Northrup Joins Frey 
as Vice-President 


Lorry R. Northrup, for the past 
five years account representative 
with Batten, Barton, Durstine & 
Osborn, Inc., has joined the Charles 
Daniel Frey Company, Chicago, as 
vice-president. 

Mr. Northrup has been engaged in 
merchandising and advertising for 21 
years. He started with the Chicago 
Tribune in 1914 in market develop- 
ment work, and later joined The 
Crowell Publishing Company in a 
similar capacity. For 12 years he 
was director of research and mar- 
keting with Erwin, Wasey & Co., and 
later was director of service on all 
national accounts. 


G. S. Broughton 
Taken by Death 


George S. Broughton, executive 
head for 20 years of Broughton Ad: 
vertising Service, Chicago, died 
March 20 at Edgewater Hospital 
there, following an operation for ap- 
pendicitis. 

For seven years he headed the 
copy service department of The Dry 
Goods Economist, Dry Goods Re- 
porter, and associated publications in 
the Chicago offices of the United 
Business Publishers. In conducting 
his own business, he served as adver- 
tising counsel for manufacturers and 
wholesalers throughout the Middle 
West. 


According to the wholesalers con- 


MICH 


People 
Payrolls - - 


They reach the homes of 
money to buy. 


Grand Rapids Press 
Saginaw Daily News 
Kalamazoo Gazette 


I, A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., New York 


People - - Payrolls - - Prospects 


Has These Necessary Requirements 


Over a quarter million families buy 
Booth Newspapers every day. 


Jobs in Michigan factories are at 
normal—Michigan industries lead 
the country. 


Because of these jobs and in- 


Prospects--2"«" 


are exce 
tised products. 


The Booth Newspapers Cover 
The Best of This Market 


(Outside of Detroit) 


Each of these eight modern newspapers covers a pros- 
perous, concentrated section of the great Michigan 
Market without waste or duplication. 


Over a Quarter Million Paid Circulation 


Jackson Citizen Patriot 
Bay City Daily Times 


BOOTH NEWSPAPERS, Inc. 


IGAN 


ayrolls Michigan people 
lent prospects for adver- 


the people who have the 


Flint Daily Journal 
Muskegon Chronicle 
Ann Arbor Daily News 


J. E. LUTZ, Western Representative 
1 Chicago 


80 N. Michigan Ave., 
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ADVERTISING AGE 


The net paid circulation 
of Advertising Age is now 
in excess of 10,000. Ad- 
vertisers in Advertising 
Age will continue to buy 


on a rising market. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Member A. B. C. Member A. B. P. 


New York Chicago Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 537 S. Dearborn St. Walton Building Russ Building 536 S. Hill St. 
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As all Art Directors so well know, Giovanni di Bologna sculped the most 
famous bronze statue of ye speed merchant of mythology. However, 
there’s a modern implication to his name that we don’t exactly like—so— 
Be sure no “bologna” played a part in our conception of speeded service 
for ‘35. Five new trucks by Chevrolet; the combination backed by a gal- 
axy of eight zippy lads who really know the meaning of RUSH! That's the 
modern formula for the P. & A. Winged Mercuries — at your beck and call. 
The same old standards of service and value—the same true interest in 
your every command. And the same ‘phone number: HARrison 3732 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL STREET ¢ CHICAGO 


Electrotypes + Nickeltypes + Stereotypes 
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HUMOR BROUGHT TO BEAR ON BOCK BEER SELLING FRONT 
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Window display for Abbott's 
vitamin products which has cre- 
ated unusual interest, and actu- 
ally resulted in one drug store 
patron offering to pay $50 for 
the pictures used. The display 
was produced for Abbott Lab- 
oratories, North Chicago, Ill., by 
E. F. Schmidt Company, Milwau- 
kee. (Story on Page 12.) 


CAR CARDS TO HELP 


Premier-Pabst Sales Company is currently using this 24-sheet poster 
to foster sales of its bock beer. 


FLORISTS' EMBLEM COMES TO LIFE 


An extremely difficult photographic problem was overcome in the 
taking of this illustration, which brings the famed Winged Mercury 
to life for the benefit of the Florists Telegraph Delivery Association. 
Underwood and Underwood made the illustration under the direction 
of Brooke, Smith & French, Inc., F. T.D. A. Agency. (Story on Page 2.) 


EASE THE PAIN ASSOCIATED WITH CORNS 


NO NEED TO SUFPER* REMOVE THEM EASILY 


I BLUE*JAY 


BAUFR & BLACK SCIENTIFIC 


CORN PLASTER’ 


When CORNS hual: gon hut all over / 


PAIN TOPS INETANTLY, CORN CONT ZS DAYS @ BUY NOW meno 
; ; ce 


coms with 


= BIUEIAY 


BAUER @ BLACK $CLENTIFIC 


i CORN PLASTERS 


STOPS PAIN INSTANTTY - REMOVERGORN DN 3 DAYS - BUY Now USE TONTOHT 


‘BLUE JAY 


BAUER & BLACK SCIENTIFIC 


CORN PLASTER 


. SAFELY WITH - 


Photograph now being used in business pa 
by A. Stein & Co., Chicago,’ for their Hi 
Produced by Shigeta-Wright, Inc. 


‘t60 and as retail displays 
ckory foundation garments. 


Four of the cards currently beet tested by Bauer & Black in the pars jo Elevated and suburban trains, 
in which various degrees of humor in illustrations and text are used ; 


to good advantage. 
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SELL-OUT 


A short short story 


The April issue of Esquire. 
with the “largest newsstand 
distribution in the maga- 
zine’s history. was a sell-out 
in eleven days, making it 
impossible to fill re-orders 
from news company 
branches in New York, 
Chicago, Cleveland, Detroit. 
Kansas City and other 
key cities 


*Esquire’s net paid circulation now exceeds 220,000. 
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